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AT GENERAL ELECTRIC, 
DIRECT MAIL EDUCATION 
BEGINS AT HOME 


G oop DIRECT MAIL depends, more 
than anything else, on knowledge of 
the medium. Anyone who plans it, 
produces it, or pays for it must know 
what he’s doing if he expects it to do 
a job for him. Too often mail promo- 
tion is the target of biased opinion, 
of wild and wooly half-truths. Too 
often its value is underestimated, 
through ignorance, oversight, or an- 
noyance. Too often it is damned with 
faint praise. And its detractors more 
than likely include many of the peo- 
ple who stand to gain the most from 
better understanding of its practices, 
procedures, and potentials. 

If your job is anything like mine, 
an honest appraisal of your daily 
working problems will bring you 
right smack up against this one fact: 
the most important thing you can do 
to up-grade direct mail, to improve 
the quality and effectiveness of your 
company’s efforts in this area, is to 
educate your own personnel, your 
boss, and your business associates on 


the subject. Only through careful re- 
search, thoughtful study, and ever- 
lasting preaching from the pulpit of 
knowledge can we achieve, on the 
part of business management and ad- 
vertising practitioners alike. an 
awareness of the tremendous selling 
job direct mail can do for all of us. 

Of course, direct mail advertising 
needs better public relations. The un- 
friendly atmosphere of the average 
citizen toward our industry can be 
overcome through support of some 
vehicle, like the Business Mail Foun- 
dation, for telling our story to the 
public. But more than likely you can 
make an effective start right in your 
own shop. 

This realization is the result of 
some exhaustive analysis and soul- 
searching of a direct mail activity 
that dates back more than 30 years 
at General Electric. Our Apparatus 
Sales Division operates an industrial 
mail advertising system called the 
Sales Promotion Service (or SPS). It 
involves the preparation, by experi- 
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FOR ANNUAL REPORTS, CATALOGS, 
MENUS, BINDERS, CUT-OUTS, MOBILE DISPLAYS 


Coated Cower 


Supertuff is exclusive! It offers a combination 

of characteristics definitely unique: eye appeal that 
reflects the highest degree of quality and refinement; 
toughness that withstands the roughest usage and 
handling; and a printing surface, on BOTH sides, 
that is equal to the finest No. 1 Enamel. 


That is why Supertuff is found on the annual reports 

of so many leading corporations . .. why Supertuff 

menus grace the tables in so many famous dining rooms 
. why so many printers recommend Supertuff for 


catalogs, “spec” sheet binders, counter displays, etc. 
Try Supertuff; it will more than please you! 


Supertuff comes in 10, 16 and 20 point. Prints For Your Idea File 


letterpress or offset Takes varnish, lac- Write for the new Supertuft 

quer, laminating. portfolio containing a wide 
assortment of ideas and 
samples demonstrating the 
unique versatility of Supertuft. 


ertuff 
APPLETON COATED 
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Washington 1 DC 


*SEN-BAK is a patent applied for product of General Office Service Inc. * 527 6th St.NW « 


THE PRODUCT WILL IT WORK FOR YOU ? 


YES is the answer! SEN-BAK has been permanently accepted by many 


The SEN-BAK unit consists of a window car- 
rier envelope, a die-cut window letterhead, 


insurance companies, banks, pubiishers, mail order houses, manufacturers, 


and a business reply card, reply envelope, or 
1 special order form bearing the name and 


distributors, retail stores, mutual funds, investment firms, loan associations, 


pharmaceutical houses, and fund raising groups. The versatility of seven 


address of the prospect. The reply piece is 
fabricated to the letterhead—thus the one 


different business reply formats make it fit in on practically all mailings. 


addressing shows through both windows—functioning as personalization for 


all three elements—the envelope, letter and the reply This feature guar THE COUNTRY'S FINEST ART AND COPY 


antees permanent positioning and easy tear-off. When assembled, Sen-Bak’s 


personalized elements tied in with headline copy, make it an extremely effec 


SEN-BAK provides its users with versatility in talent. Creative services are 


tive direct mail piece 


PRODUCED 


The SEN-BAK mailing unit is produced with specialized high speed equipment 
for economy and precision handling. The reply piece is mounted without the RE PRODUCTION 


usual costly hand operations. Note: This product can be addressed through 


available—from both the SEN-BAK staff and from a nation wide free lance 


group of artists and copy writers—to best meet our customer's needs. 


All SEN-BAK letters and reply elements are handsomely lithographed in the 


the open window either before or after machine inserting in the carrier window 
envelope. Reply forms are designed to give you ample room for display copy. colors of your choice. Only the most competent craftsmen and the best 
Simple checking and easy tear-off features demand immediate response equipment are employed in the production of this product. 


MAILED 
TESTING 


SEN-BAK units have usually been produced for addressing by the us an 
mailing department or mailing house. However, complete addressing and Testing of SEN-BAK is encouraged and recommended. Results speak for 
mailing facilities are available at General Office Service, In 


themselves. They are the basis for the amazing popularity growth SEN-BAK 
RECBIVED has enjoyed with budget-conscious experienced mailers. 


These functional features get action 


DELIVERY 


SEN-BAK deliveries are speedy and dependable. 


For over34 years Genet a: 


Office Service, Inc. has kept its customers happy with deadline delivery of 


quality work. 


your prospect's name here and . « « On the letter, too COSTS 


SEN-BAK is economical, having been mechanically produced throughout. Its 


unusual pulling ability gives you a bonus in low cost per reply. Prices and 
complete details are contained in the SEN-BAK KIT. 


he likes pull off feature... and . M0 filling in—just “check” SPECS, TESTIMONIALS, SAMPLES 


The Sen-Bak kit gives you complete easy-to-use layout guides 


expressive letters from users, and interesting samples. This kit 


is free for the asking, without obligation. It will be rushed to you 


by return mail, so write TODAY on your company letterhead. No 


representatives please. 


inthe mailtoday ....... and... .. OM your desk tomorrow! 


GENERAL OFFICE SERVICE e INC 


1355 NEW YORK AVE., N.E., WASHINGTON 1, D.C.—LA 9-1727 


The prospect’s name and address show clearly for sure delivery. There’s no 
slipping in the window! 
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THE 

NEXT 
MOVE 
IS YOURS 


“OF MORE 


THAN 


MAIL ORDER 


Buyers, Inquirers 
and Prospects 


Here, at Mail Order List Head- 
quarters, is one of the world’s 
largest diversifications and 
selections of OUTSIDE LISTS 
for producing new mail order cus- 
tomers in volume. Many of these 
lists are overlooked and EXCLU- 
SIVE. They have produced thou- 
sands of desirable new mail order 
customers for original list owners. 


Right now, receive ABSO- 
LUTELY WITHOUT COST 
OR OBLIGATION, Mosely’s 
custom-prepared List Recom- 
mendations to help you SELL IN 
VOLUME. Simply send us in con- 
fidence a detailed letter. 


LIST SERVICE, inc. 


Mail Order List Headquarters 
Dept. R-62 


38 Newbury St., Boston 16, Mass. .—— Com) 


Charter Member National Council 
of Mailing List Brokers 
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The Reporter of Direct Mail Advertising is published monthly at 229 West 28th Street, New York 
1, N. Y. Subscription price is $6.00 a year. Second Class Mailing Privileges authorized at Garden 
City, N. Y. and additional entry at New York, N. Y. Copyright 1959 by The Reporter of Direct 
Mail Advertising, Inc. The Reporter is independently owned and operated. In addition to thousands 
of regular subscribers, all Members of the Direct Mail Advertising Association receive The Reporter 
as an Association service. Part of their annual ducs pays for a subscription 
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Dudley Lufkin 


M. L. Strutzenberg 


Business and Readers Service 
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M. K. Coleman 
Advertising and 


Merchandising Production 


Henry Hoke, Sr. 
3 Bluff View Drive by Lawrence G. Chait 
Belleair 


Clearwater, Florida 


ADVERTISING OFFICES: 
NEW YORK 


John J. Patafio, Jr. This major address, delivered before the Mail 
224 Seventh Street 


Garden City, L. |., N.Y. Advertising Club of Chicago, February 11, is 
Ploneer 6-1837 now available in convenient printed booklet 
MIDWEST form, without cost or obligation to you. Sim- 


J. K. Rotskoff ply address a request on your letterhead to 
605 N. Michigan Ave. 
Chicago 11, Illinois 
DElaware 7-0120 


WEST 


H. L. Mitchell & Associates Lawrence G. Chait & Co., inc. 
1450 Lorain Road “America’s Creative Direct Mail Advertising Agency” 


San Marino, California 375 Park Avenue, New York 22, N. Y.+ PLaza 1-7220 
CUmberland 3-4394 
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We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224-7th St., Garden City, N. Y. 
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VELOPES 


REASONS WHY 


DISPLAY WINDOW 
MERCHANDISE ENVELOPES 


Can frorease Sales 


1. Tension’s Display Window en- 
velopes attract customer at- 
tention— stimulate more im- 
pulse purchases. 


= 


LOPE 


ENVE 


2. Display window lets customer 
see the merchandise—its color, 
texture, form. 


3. Seal ‘n REseal (the closure that 
can be opened and closed 
time and time again) lets 

| customer take out mer- 
| chandise for close exam- 
| _) ination and replace it. 
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4, Envelope protects merchandise 
—always keeps it in salable 
condition. 


ENV 


ON 


5. Envelope makes product easy 
to display—easy to ship—and 
easy to stock at retail outlets. 
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Tension can create for your 
merchandise an envelope with 
display window die-cut in any 
shape—in any position. And 
Tension know-how assures" per- 
fect perimeter sealing” of the 
window patch for smooth, snag- 
free insertion. Ideal for adver- 
tising mailings, packaging 
parts, product merchandising, 
and special communications. 
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Ss Tension Envelope Corp. 
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S$ Campbell at 19th St 
Kansas City 8, Mo 
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Please send me, without obligation, 
free Tension Display Window Envelopes 
used by other firms in our field. 


Firm Nome 


Addre 
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100 SELLING IDEAS are presented 
in a booklet on Instant Electric Labeling 
published by Minnesota Mining & 
Manufacturing Co. 12 sections include a 
wide range of ideas from accounting to 
education telling how various firms 
have improved communications, cut costs, 
etc. The 44-page publication is loaded 
with direct mail tps. While “100 Selling 
Ideas” was published primarily for 3M 
dealers, you might be able to get a copy 
by writing to Sam Bates at 900 Rush 
Ave.. St. Paul, Minn : 

— 
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AIRMAIL LETTERS can now be 


sent to all foreign countries for a mere 


. 


ten cents if you use the airmail sheet 
sold at post offices. Sheets can be folded 
and sealed to form envelope (similar to 
wartime V-mail). enclosures per 


mussible 


eee 
CINDERELLA STORY?: 
pare!” screamed the advertising of a big 
New York daily newspaper lo cong 
vince advertisers their tabloid space | 
cheaper and better than postcards. “Beats 
cost-per-reader, 


“Com- 


multi-page mailers in 
said the copy. But this sales ———— 
itself came (you guessed it) in a bi 
multi-page mailer complete with Bulk 
Rate printed postage indicia. Frankly, we 
hope this self-mailer gets more space fo? 
the paper “Mirror' 
mirror, on the wall, now who's fairest of 


Then we might ask 


them all?” 


eee 
MORE AND MORE trade papers are 
playing up direct mail in a favorable 
way. “Gas Station & Garage.” automo 
tive service journal of the West, 8217 
Bivd.. Los Angeles 48, Calif 
(with all illustrations) the 


Beverly 
republished 
story by Paul Bringe in the Novembe 
1958 Reporter, “What's Wrong With 
Service Station Mail?” Good coverage 
“Domestic recently pub- 
lished a three-page story about the direct 


Engineering” 


mail promotion of Singleton Player Co., 
Atlanta, Ga. President Frank Player of 
the heating, piping and air conditioning 
firm made a powerful statement on why 
it’s absolutely necessary for them to use 
direct mail to get to the right prospects. 


Bailey. is credited 


Hillary 
Incidentally 


Old friend, 
tor the program when- 
ever a good feature case history story 
appears in The Reporter, we offer it free 
of charge to the industrial or commercial 
trade magazine covering the field of busi 
ness discussed. Our contribution to the 


public relations program for direct mail 


eee 
A BIGGER IMIAGE AREA is now 
available on A. B. Dick equipment in the 
Model 360 offset duplicator. The duplica 
ting area on the new machine is 10'2” x 
1642”. Greater duplication area permits 
two-up letterhead production, etc. Special 


adjusting cylinders also allow switching 


from light paper masters to metal plates 

and from 12 Ib. stock to heavy Bris 
tols. You can get complete information 
on the big-image duplicator by writing to 
A. B. Dick Co. at 5700 W. Touhy Ave., 
Chicago, Ill 


— 
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THE AMERICAN ACADEMY of 
advertising has opened its doors to 
memberships from both advertising prac- 
titioners and educators in a cooperative 
effort to elevate the professional com 
petence and standards of the advertising 
Harry W. 
School of 
Business and president of the Academy 
AAA, which was organized last June 
at the national convention of the Adver- 


industry, according to Dr 


Hepner, Syracuse University 


tising Federation of America, is work- 
ing closely with AFA in setting up the 
latter's new Bureau of Education and 
Research and in developing a program 


of cooperation on several educational 
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A delicate new shade for this classic sheet 


Rising introduces yet another facet of “legant expression to those 
who appreciate the importance of fine paper at its bh The incomparable laid antique finish 
of Rising’s Line Marque preserves the rich quality of the finest Old World 
hand-made paper in a sheet produced to the most critical modern paper making standards This 
extraordinary writing and letterhead paper is available in 
Petal Pink, White, Aqua Blue, Dove Gray, Antique Ivory and Colonial Green 
Substances 20 and 24 (25% Cotton Fiber) 


Matching envelopes, in all colors, are available from Old Colony Envelope Company 


Rising PAPER COMPANY. HOUSATONIC, MASSACHUSETTS 


Makers of Rising Parchment (100% CF* Bond) + Rising Bond and Opaque Bond (25% CF) + Line Marque (25% 
CF Writing) « No. 1 Index (100% CF) + Hillsdale Wedding and Bristol (25% CF) « Platinum Paper and Bristol 


Z >. ee atith: 25% CF) + Winsted Wedding and Bristol * Winsted Glo-Brite Vellum, Bristol, Text and Cover * and Technical Papers 


PRINTED ON RISING’S PETAL PINK LINE MARQUE. SUBSTANCE 20 *Cotton Fiber 
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SLL /ALLANE a e 
WVU? 
vy 
a7 

5 


activities Practitioners and educators 
who want to affiliate with the Academy 
should send their $4 annual membership 
fee to Prof. George T. Clarke, Depart- 
ment of Marketing, New York Univer- 
sitv, Washington Square, New York 3, 
N. 
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A KICK-OFF MAIL ORDER AD tor 

Leslie Creations’ Folding Record Screen 

was a January winner in Playboy maga- 

vine’s continuing National Mail Order 

Advertising Contest. Playboy periodically 


awards certificates of merit to the best ads 


e 


selected by a panel of prominent adver- 
tising executives. Jack Leslie, president of 
the Lafayette Hill, Pa. mail order firm 
tells us he also “saved about 550 model- 
ing, because that’s Mary (his wife) in the 


photo.” 


— 
eee 
7 A NEW LIST OF PRACTICING 
PHYSICIANS has been compiled by 
Inter-State Mailing Service of Great 
Neck, New York. President A. Gabby 
says it contains names and address of 
200,000 doctors all over the U. S. The 
Interstate list was compiled alphabetically 
and geographically by state, city. town, 
physician's age and specialty. Gabby also 
says the new Inter-State list is cuaranteed 
for 99° accuracy 
— 
eee 
A NEW, LOW-COST SYSTEM of 
punched-card data processing specially 
designed for small business is described 
in a folder just published by Remington 
Rand Univac Division of Sperry Rand 
Corp., 315 Fourth Ave., New York 10, 
N. Y. The new system makes it possible 
for small companies, or branches and 
plants of larger ones, to machine process 
such accounting work as: production con- 
trol, payroll, inventory control, accounts 
receivable and sales analysis. Consisting 
of four basic pieces of equipment—the al- 
phabetical punch, sorter, alphabetical tab- 
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_ with your salesman . . . paving 
the way for him, supporting his 


effort, locating prospects who | 
and 


cial promotional 

the Hickey Murphy ; 
James Gray, Inc. find 
— service, flexible 
enoug meet ‘specific 
direct mail needs. 


mail ideas, write for a free copy | j 


of the informative booklet, How 


To Put Action Into Your : 


THE HICKEY MURPHY DIVISION 


OF JAMES GRAY, 


216 East 45th Street, New York 17, New York * MUrray Hill 2-9000 
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A flip of the switch... 


a press of the button... 


Auto-typist eliminates routine typing 
and dictation...by automation 


Auto-typist brings you office automa- 
tion! It’s the fastest, most accurate 
way to handle all repetitive corre- 
sponde nee . and it’s true that well 
over half of general office correspond- 
ence is routine, or follows a standard 
form. Sales letters, order acknowledg 
ments, answers to Inquiries, ¢ ollection 
letters, just to name a few, can be 
handled efficiently and economically 
by Auto-typist. Any one of your girls 
can turn out 125 letters a day with an 
Auto-typist—S to 4 times normal man- 
ual typing output Any standard office 
typewriter can be converted into an 
automatic typing machine—and one 
average typist can operate as many as 
four Auto-typists. 

How Auto-typist works . . . Care- 
fully prepared letters or paragraphs 
are pe rforated on a paper roll which 
operates the typewriter keys . . . simi- 


lar toa player-piano roll. Twenty or 


AMERICAN AUTOMATIC TYPEWRITER COMPANY + 2323 NORTH PULASKI ROAD + CHICAGO 39, ILLINOIS 


thirty complete letters can be in- 
cluded, or a series of paragraphs 
which can be combined to make up 
manv letters. 

Salutations are manually typed, 
then, by merely pushing the num- 
bered button or buttons that corre- 
spond to the letter or paragraphs 
desired, Auto typist automatically 
pic ks out the letter, or assembles the 
paragraphs in proper order, and types 
it perfectly! Manual insertions can 
also be made at any point desired. 

rhe Auto-typist method . . . the 
perfect push-button method of typing 
automatically offers definite sav- 
ings to every cost-conscious organiza- 


tion. Write for free booklet. 


Avito-typist 


MANUFACTURERS OF AUTO-TYPIST, COPY-TYPIST AND CABLE-TYPIST 


ulator and summary punch, and repro- 
ducing punch—the system operates at a 
speed of 60 cards-per-minute, and can be 
adjusted to perform faster. Additional 
units can be added as desired. If you have 
been hoping for a punched-card system 
within your budget better investigate 
this one 
— 
eee 
OXFORD PAPER CO., 230° Park 
Ave.. New York 17, N. Y., has an- 
nounced a new method of coating paper 
said to be the biggest improvement 
in paper making in last twenty years 
Specially made machines using a trailer 
blade method of controlling coating pro 
duces either low gloss or high gloss for 
use in either offset or letterpress printing 
. with less make-ready time and print 
ing pressure. For interesting booklet on 
process with samples of beautiful color 
reproductions, write to company’s New 
York. Chicago or Boston offices 
eee 
WE LIKE TO SEE advertising agen- 
cles using intelligent direct mail to sell 
their own services. Grey Matter monthly 
soft-sell bulletin of Grey, Advertising 
New York, has become famous. So has 
Joe Kesslinger’s (Newark, N. J.) monthly 
Back Talk. Dickie-Raymond’s (Boston) 
Direct Results is well-known and ad 
mired. Another one we like ts the four- 
page newsletter from The Rockmore Co.., 
37 W. 57th St.. New York 19, N. Y. Ef 
forts like these improve the stature of 
the advertising business. Create a good 
image of the sound thinking of the 
agency 


WHY DON'T MORE PRINTERS 
and lettershops use a series of short-mes 
sage post cards to advertise their services 

and to build company identity? We 
liked rapid fire (nearly daily) series crea 
ted by Advertisers Addressing System, 
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The hand folding and inserting of out- 
going invoices and statements needlessly 
wastes the valuable time of billing clerks 
—who could be more productive on 
their regular jobs. This new Pitney-Bowes 
combined folding and inserting machine, 
the Model 3300-FH, can fold and stuff 
500 statements in 8 minutes! Multiple 
enclosures are easily handled with two or 
more runs through the machine. 

The 3300-FH is simple, uncompli- 
cated, easily operated by anybody, and 
set without tools. It has automatic feed, 
and stops automatically to prevent any 
jamming or tearing. Handles letters, 
cards, leaflets, folders, stapled sheets ... 
as well as invoices and statements! 

Even with only occasional use, this 


§ Pirney-Bowes, 


folder-inserter shows substantial savings; 
even in small offices. It avoids disruption 
of office routines, overtime, hiring tem- 
porary workers; permits better scheduled 
mailings. Its inserter unit hooks onto any 
PB folder, or operates as an inserteralone. 

Call the nearest Pitney-Bowes office 
for details. Or send the coupon for free 
illustrated booklet 


and case studies. 


Vodel 3100 Inserter 

has six optional 

stations, inserts up 

fo SiX enclosures at 
speeds as high as 6,000 

an hour. Offers optional 
hookup with a PB postage 


meter mailing machine 


761 Crosby Street, Stamford, Conn 


PITNEY-BOWES 
Inserting Machines 


Made by the originator of the postage meter... 121 offices 


Send free illustrated hooklet and “case 
studies” on PB Folding and Inserting 
Mac 


Name 


iddress 


Per 


in the U.S. and Canada, with nationwide service coast to coast. 
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IS THE DIFFERENCE 


Manifest 
Bond 


The economy paper with a 
crisp feel and quality appear- 
ance. Sturdy texture and high 
bulk for trouble-free press 


performance. 


New eye-ease shade of 
white in four weights plus 
seven pleasing pastels — all 
quality controlled and pre- 


cision trimmed. 


Ask your Franchised 
EASTERN Merchant for 


samples. Or write direct. 


EASTERN 


Atlantic 


EXCELLENCE 
FINE PAPERS 


EASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 


703 N. 16th St., St. Louis 3, Mo., to back 
up their good monthly newsletter, “Dear 
Sir:” Cards printed on glossy 542” x 84” 
stock; mailed Third Class. Whole series 
exceptionally well done. 


A GUIDE TO PLANNING and par- 
ticipating in a convention or trade show 
and a checklist for one, 30, 60 and 90 
days prior to the show’s opening are avail- 
able in a new booklet titled 100 Sugges- 
tions for Convention & Trade Show Ex- 
hibitors. It is a special research report by 
Manpower, Inc., 820 N. Plankinton Ave., 
Milwaukee 3, Wis. The booklet is geared 
to help exhibitors avoid the last-minute 
problems which so often confront them 
in a community away from home; and to 
assist them in planning some of the basic 
components of their booth, and in con- 
verting visitors’ queries into sales. May 
be obtained free of charge. We've read 
the 100 suggestions and agree with all of 
them. Good suggestions for using direct 
mail before and after trade shows and 


conventions 
— 


IF YOU ARE AN INDUSTRIAL 
ADVERTISER you should have the 
folder describing the rules for the “Best 
Seller Awards” of the National Industrial 
Advertisers Assn., 271 Madison Ave., 
New York 16, N. Y 
1959 entries (1958 produced) is March 
31, 1959. Winners will be announced at 
the NIAA annual convention in San 
Francisco, Cal. (June 14-17, 1959). Big 
honor to get one of the top awards. We'll 


Closing date for 


be watching carefully for the best direct 
mail campaigns 


eee 

IF YOU ARE NOT ON THE LIST 
to receive Distribution Data Guide pub- 
lished by the Department of Commerce 
perhaps you should be. Twice each 
year, for instance, the Guide carries a 
cross-reference index of all directories 
available for market surveys and list 
building. Valuable. You can get on list 
by sending a $2 yearly subscription to 
Superintendent of Documents, U. S. Gov- 
ernment Printing Office, Washington 25, 

D. ¢ 


eee 


A BOOKLET describing the Scholar- 
ship and Aid-to-Education Programs of 
Harris-Intertype Corp., 55 Public Square, 
Cleveland 13, Ohio, has just been re- 
leased. It emphasizes the financial assist- 
ance Harris-Intertype is making available 
to young men seeking careers in the print- 
ing and publishing industry. Harris-Inter- 
type now sponsors six scholarships yearly 
in the graphic arts field. Three other 
scholarships are sponsored as memorials 


by the families of deceased company ex- 
ecutives. Fund is administered by the 
Education Council of the Graphic Arts 
Industry, Inc. Copies of the booklet are 
available to teachers, parents with col- 
lege-age children, members of the print- 
ing and publishing industry, and others 


with an interest in higher education 
— 


eee 
THOSE INTERESTED in toreien 

trade should get the new pamphlet issued 
by the Department of Commerce. Title 
“The U.S. Trade Missions Program.’ 
Tells how the story of USA products 
is being carried to foreign nations and 
how trading between countries ts being 
fostered. Pick up a copy at your nearest 
Commerce branch office or write to U.S 
Department of Commerce, Paul Hawk 
Director Bureau of Foreign Commerce, 
Washington 25, D. ¢ 

eee 

4 NEW EDITION of Bradford's Di- 

rectory of Marketing Research Agencies 
for 1958-1959, just issued, contains a list 
of about 300 marketing research and 
management firms in United States and 
foreign countries, for each of which ts 
given a description of the service offered, 
size of staff. names of principal officers 
and location of branch offices, if any. 
American manufacturers and advertising 
agencies use the list to locate available 
local interviewers to make house-to-house 
calls regarding consumer preference for 
foods, appliances, etc., or industrial de- 
mand in producing centers. The well-in- 
dexed, 125-page book may be purchased 
for $9 (for billing, or $8.50 cash with 
order) from Bradford's Directory of Mar- 
keting Research Agencies (eighth edi- 
tion), SO Argyle Ave., New Rochelle, 
N. Y. 

— 


eee 
QUESTIONS AND ANSWERS 
ABOUT ADVERTISING is the title of 
an eight-page, pocket-size folder recently 
revised and republished by the Advertis 
ing Federation of America, 250 W. 57th 
St., New York 19, N. Y. Lists twenty of 
the most often asked questions by people 
who distrust advertising: gives clear-cut 
replies. Should be valuable, especially to 
speakers. Single copies free from AFA. 
Low prices on quantities. 
eee 


HAVE YOU NOTICED how more 
and more paper manufacturers are turn- 
ing to inserts to dramatize the quality and 
printability of their products . . . now 
that Post Office had let down the bars on 
brand identification? Some beautiful work 
being produced by top artists. One recent 
interesting case was a commission to 
Henry Wolf (art director of Harper's 
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PRIDE IS A TASTE. A savory broth. Delicately seasoned. Culmination of 
experiment, care and anticipation. Pride. Made of many things. The force that 


sets one man’s efforts above another’s. Just enough. Proud printers have it. Pride. 


The difference in Atlantic fine papers. 


EASTERN 
Arrant | Cover - Bond - Opaque - Offset - Ledger - Mimeo - Duplicator - Transiucent arn Cc 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION - BANGOR, MAINE 


Basis 80 pounds 
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Bazaar, formerly with Esquire) by New 
York and Pennsylvania Co., 425 Park 
Ave.. New York 22, N. Y. The designer 
was asked to create an insert which in- 
corporated practically all the demands on 
the printability of paper which could be 
encountered. Mr. Wolf came up with a 
real “torture case.” 
eee 
SOMETHING DIFFERENT in glam- 
our for automobile advertising was re- 
cently produced for Cadillac by R. R. 
Donnelley & Sons Co., 350 E. 22nd St., 
Chicago 16, Ill. Instead of the customary 
8'2” x 10” booklet devoted entirely to 
picturing and describing the new models 


there is a series of shortened inter- 


leaves (4'2” x 842”) between each of the 
full pages picturing the 1959 models. The 
full color interleaves are beautifully posed 
pictures of social events in high fashion 
with not a car in sight. Gives a smash 
impression of elegance and distinction 

without saying a word about it. A 
top drawer production 


— 

IF YOU ARE INTERESTED in 
poster art (which might spark ideas for 
booklet covers) the 8h International 
Postal Annual is now available from Vis- 
ual Communication Books, 151 E. 50th 
St.. New York 22, N. Y. Price $12. Was 
edited by Arthur Nigeli. Contains some 
500 examples of best posters the work 
of leading artists and designers from more 
than twenty countries. Not many of them 
in full color . . . so the black and white 
reproductions are somewhat dull. We'll 
have to confess that some of the foreign 
designs are so bizarre they might be 
difficult to adopt in direct mail fields. But 
the art and graphic arts trade paper re- 
viewers have raved about these annuals. 


eee 

THAT WAS A GOOD IDEA of the 
Advertising Federation of America 
holding a full day conference on the legis- 
lative problems of advertising in Wash- 
ington, D. C., on February 9, 1959 (as 
a kickoff for Advertising Week). Fine 
morning, luncheon and afternoon pro- 
grams were arranged with leading attor- 
neys, admen and regulatory Commission 
members on platform. Windup of day 
was a Sheraton-Park reception for mem- 
bers of Congress and government offi- 
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sonal designs. 


Increase your 


LESLETTER 


-.. with Arthur Thompson letterheads illustrated by full-color sea- 
Their attractiveness will gain your prospect's atten- 


tion; their timeliness will hold his interest. 


IMPACT 


Punch Line 


Arthur Thompson Holiday Stationery offers more than fourscore 
different designs illustrating holiday and seasonal occasions through- 


out the year. 
job for you . 


selling 


Think of the many occasions this stationery can do a 


. Easter, Mother’s Day, Father’s Day, Thanks- 


giving, Christmas, New Year's, Valentine’s Day, etc. These designs are 


the finest available anywhere, 


yet their cost is low. 


Just a one-color 


run to imprint your own personal message is all that is necessary. 


Arthur Thompson & Co. Holiday Stationery is available through 
printers and lettershops or from your nearest Arthur Thompson 


distributor. 
Year Portfolios that displays the entire line, 


If you want one of our complimentary 
please ask the nearest 
Let this stationery 


Arthur Thompson distributor or write us direct. 
give your next letter the appeal of an expensive individually- designed 


promotion piece. 


Akron 8 
Alexandria, La. 
Baltimore 2 
Baton Rouge 2 
Boston 29 
Charlotte 1 
Chicago 6 
Cleveland 15 
Cleveland 13 


Columbia 8, S.C. 


Concord, N.H. 
Dallas 7 

Fort Worth 7 
Habana, Cuba 


Hartford 3, Conn. 


Houston 3 


KansasCity5 Mo. 
Little Rock, Ark. 


Monroe, La. 
Montreal, P.Q. 


1958-1959 All- 


ARTHUR THOMPSON & CO. | 


109 MARKET PLACE + BALTIMORE 2, MD. — 


ARTHUR THOMPSON & CO. Stationery and Portfolios are available in 


many leading cities. 


Millcraft Paper Co. 
Louisiana Paper Co., 
Barton, Duer & Koch Paper Co. 
Louisiana Paper Co., 
John Carter & Co. 


Caskie Paper Co. 
The Rylander Co. 


Millcraft Paper Co. 
Ohio Legal Blank Co. 
Epes-Fitzgerald Paper Co. 


John Carter & Co. 


Clampitt Paper Co. 
Clampitt Paper Co. 
Aurelio Garcia Dulzaides 


John Carter & Co. 


Clampitt Paper Co. 
Strahm Letter Co. 
Arkansas Paper Co. 
Louisiana Paper Co., Ltd. 
T.B. Little Papers Div, 
Inter City Papers, Ltd. 


New York, N.Y. 


Norfolk 12, Va. 
Omaha 2 
Philadelphia 3 
Pittsburgh 19 
Providence3,R.1. 
Raleigh, N.C. 
Reading, Pa. 
Richmond, Va. 
St. Louis 10 
San Francisco 26 
Shreveport 80 
Texarkana, Tex. 
Toledo 2 
Toronto 14, Ont. 


Vancouver 3, B.C. 
Washington 2 
Worcester 10 


Phone or write the distributor nearest you. 


Wholesale Art Blank Div, 
(Long Island City 1, N.Y.) 
Epes-Fitzgerald Paper Co. 
Acme Mail Advertising Co. 
J. L. N. Smythe Co 

U. S. Printing Supply Co. 
John Carter & Co 
Epes-Fitzgerald Paper Co. 
J.L.N. Smythe Co. 
Epes-Fitzgerald Paper Co, 
Tobey Fine Papers, !nc. 
Banco Corp. Ltd 
Louisiana Paper Co., Ltd. 
Louisiana Paper Co., Ltd. 
Millcraft Paper Co. 
Whyte-Hooke Papers Div. 
Inter City Papers, Ltd. 
Columbia Paper Co., Ltd. 


Barton, Duer & Koch Paper Co. 


Mimeograph Distributors 
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cials, who were personally invited by their remember back, the plan didn't work digests. Stencils were cut on main floor 
Latest effort to reach our desk of station. The A. B. Dick Company sup 


own local advertising clubs belonging to out well 
35 1 plied machines and turned out 44,000 


AFA. Good job of public relations. came from Combined Advertisers, 


Should be helpful in making the Wash Wacker Drive, Chicago 1, IIL Envelope 
ten muters. Good public relations program 


copies an hour for news-hungry com 


ington atmosphere more cordial to all contained mail order offers from 


advertising. different advertisers. Will try to find out for both the railroad and A. B. Dick 


what results were — 
owe 


eee —_ 

COMBINATION MAILINGS are eee ANOTHER AUTOMATIC INSERI- 
popping up again, possibly as a result of DURING LONG NEWSPAPER — ING MACHINE is on the market, It ts 
postage mereases This was an idea tried STRIKE some New Yorkers got their being manufactured by Parnat Business 
twenty or more years ago by promoters news in a familiar direct advertising form Machines Corp., 1816 Boston Road, New 
who offered to include ten or so cards The New York Central Railroad set up a York 60, N. Y. The Parnat mailer col 
or folders of different advertisers in one battery of four mimeograph machines in lates, nests and inserts material into en 


mailing to a hot prospect list. As we the station. Associated Press furnished 


ULTRA HIGH SPEED 
TAPE ADDRESSING velopes ranging in size from 6” x 9” to 


9” x 12”. The manufacturer claims it can 
late all types of material from 3” x 5” 

Model 301—30,000 to 40,000 ry 
addresses per wen 40, - through 842” x 11”, and 13-pound single 

Masters are standard punched cards. 

on tone capable of being adapted to as many sta 

tions as may be required and can produce 
riven up to 6,000 completed units per hour 
standard centers. 

Continuous loading and unloading of 
card masters. 

Town marking attachment. 

Dimensions of Model 301—19'2"' 
wide, 33'' long, 58'' high. 


sheet paper to 's” thick catalogs. It ts 


REMIEMIBER after July 1, 1959 
cards, envelopes, folders, etc., below the 
minimum size of 244" x4" will be non 
mailable matter according to ruling made 
" last year by Post Office Department. It 
Write for Prices and Detailed Bulletin. , a you have stock on hand of less than 
minimum nature better plan to use it 
up by June 30. Keep the regulation in 
mind when orderime 


A PERFECT MARRIAGE... LETTERSHOPS AND THEIR SUP- 


Punched Card and Scriptomatic Automation PLIERS should note that for the first time 


. : in many years the Mail Advertising Serv 
Scriptomatic methods combine all the advantages of punched card auto- ice Assn. convention will follow rather 
mation and conventional addressing equipment. Scriptomatic offers a full than precede the Direct Mail Advertising 
range of machines and methods to tie in any punched card system you are Assn. convention. Same hotel the 
using or plan to use. Today you can get all the advantages of a high speed, beautiful new Queen Elizabeth which ac 
fully flexible addressing and data writing system...at a running cost cording to reports is even more fabulous 


differential as amazing as the cost comparison between a card and a metal than some of the raved-about Miami 
It's the first time out of 


plate. You enjoy not only low first cost but continuing savings in automatic Beach hotels 
the U. S. A. for the lettershop group, al 


though DMAA visited Montreal in 1941 
DMAA dates: September 13-16, 1959 
MASA dates: September 16-19, 1959 


file maintenance, filing space, and elimination of duplicate lists. Scriptomatic 
is the system geared to tomorrow ... Imagine your punched card system 
flowing through a Scriptomatic machine for selective, flexible, high speed 
addressing. 
Write for case studies and descriptive | PLANNING AN ANNIVERSARY? 
material, Discover now, at no obli- : For your company, that ts. If so, write to 
gation, if Scriptomatic can - Dennison Mfg. Co., Framingham, Mass 
improve your procedures. (or any of their 17 district offices). Ask 


SCRIPTOMATIC, INC. i for new 82" x 11”, 16-page brochure, 


300 N. 11th Street, Philadelphia 7, Pa. Your Anniversary ... How to Make the 


PRINT FROM CARDS...DOUBLE FLEXIBILITY...HALF THE COST THE REPORTER 
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Mchank Vella 


SUGAR MAPLE, a wood engraving by LEO MEISSNER 


Pome Mehawk Vellam's eight distincive — 
on 


coup de maitre 


means a “master stroke” . . . a deft maneuver, a job well done. 


It's a favorite expression in Montreal where many direct mail people 
speak both French and English. 


You'll say “coup de maitre” too, when you exhibit your product line 
in Montreal this September . . . at the 38th Annual Convention & 
Exhibits of the Mail Advertising Service Association International. 


The place: Montreal's new Queen Elizabeth Hotel. 


The date: September 16-19, immediately following the DMAA 


Convention. 


The audience: 500 owners and production supervisors of commer- 
cial direct mail. They'll be coming from all over the U.S. and 
Canada .. . anxious to see, hear, learn and BUY! 


If you're a direct mail supplier: offset presses, paper, inks, addressing 
and mailing equipment, etc., plan your “coup de maitre” now. 


Reserve sales-winning exhibit space now by writing: 


MASA Exhibits 


18120 James Couzens Hwy 
Detroit 35, Michigan 


/ 
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IT’S TYM E* FOR A CHANGE 


If your present supplier 
is too big for his britches, 
give us a call 


and hear what our pitch is 


If quality and extra fast service 
is what you demand, 
telephone us quickly 


our staff is on hand. 


ye LETTER SERVICE CORPORATION 
43 East 19th Street, N.Y. 3, N.Y. AL 4-0174 


Ty-Process Letters * Multigraphing * Mimeographing * 
Addressing * Mailing * Research * Photo-Offset * Packaging 


MEMBER—BUSINESS MAIL FOUNDATION 


Most of It. Tells how to plan, select slo- 
gans, arrange for publicity, etc. Naturally 
contains many suggestions for the use of 
attractive labels. Tipped-on samples are 
attractive. A fine educational piece. An- 
other Dennison educational booklet worth 
getting is titled: /f You Could Only be at 
Every Point of Sale! Emphasizes, ex- 
plains, illustrates the importance of in 
formative tags, labels, or seals on met 
chandise in retail stores 


eee 


PAUL DYAL, creative printer, at 57 
Rose St., New York 38, N. Y., has come 
up with a fresh idea in advertising cal- 
endars. He calls them “Ad-in-Mo” pads 
Interleaved between each month's sheet 
is a different colored paper with a sell- 
ing message or timely slogan. The minia 
ture, first run copies are most attractive 
You can get samples by writing to Paul 
He's the only printer we know of who 
will go to the trouble (at low cost) of 
putting a bleed second color around a 


business card or a postal card 


THE 1959 CONVENTION of the Ad- 
vertising Federation of America will be 
held in Minneapolis, Minn., June 7 to 10, 
at the Leamington Hotel. General chair- 
man is Roger M. Holt, advertising direc- 
tor of Munsingwear, Inc. Chairman of 
program committee is Bobb Chaney, vice 
president and Minneapolis office man- 
ager of Batten, Barton, Durstine & Os 
born. Many distinguished advertising 
people are serving on the various ar- 


rangements groups 


MORE CLUBS are launching news- 
letters for steady communication between 
members. Jack Leslie of Leslie Creations 
is doing a swell job with the illustrated 
bulletin he creates for the Philadelphia 
Direct Mail Club. And the Hundred Mi! 
lion Club in New York has created DM 

“a newsletter of direct mail prog- 
ress,” edited by Robert Chase . Ws 
a four-pager filled with monthly news, 


views and other info 


“THE PROBLEM OF FINDING 
KEY EXECUTIVES” is the title of a 
new brochure available from Thorndike 
Deland Associates. Outlines pitfalls that 
can happen when a firm goes outside to 
find an executive . and explains how 
to avoid them. You can get a copy by 
writing to TD Associates at 1440 Broad- 
way, New York 18, N. Y. 
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“It’s easy to find Ohio...it’s 


CoLor DIRECTS so unerringly that 
it’s little wonder that Howarp 
Bonp colors increase in popularity 
every year. 

For business forms, of course. For 
special price lists and bulletins. For 


inter-office bulletins and memos. 


HOWARD PAPER MILLS, INC. 


For any piece of business printing 
that needs to be as easy to find 
“as Ohio.” And wherever one of 
these handsomely colored bonds 
can provide a two-color effect at a 
one-color price. 


Leaf through a Howarp Bonp 


sample book. Your local printer 
or paper merchant can probably 
provide one quickly. Just seeing 
these twelve clean, clear colors has 
been known to spark many fine 
ideas on how they can be efficiently 


and profitably used. 


HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


Howard, 


Business Paper’’ 


Companion Lines: 


Howard Duplicator * Howard Posting Ledger 


COLOR PHOTO BY ANTON BRUEHL = 
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PHOTOGRAPH BY ANTON BRUEHL 


coloe uproduce better on 7 


Howard Paper Mills, Inc. MAXWELL PAPER COMPANY DIVISION Franklin, Ohio 


We'd be pleased to send you samples of our eight finishes and two tints 


Printed on Maxwell Offset — Basis 80-—Wove Finish 
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DMAA Convention 
Montreal - Sept. 13-16 
Tous Les Chenuns Menent a 


You'll love Montréal . . . especially in September . . . the Fall of the year. Flame red 
maples . . . clear, crisp invigorating days . . . and fun-filled nights. 


Yes, if you're the type who loves life . . . Vous aimerez Montréal. 


Old World Meets New 


The Old-World atmosphere, the quaint charm, the exciting present and the historic 
past blend unerringly, ensuring that your visit will be a real adventure. 


From the sparkling neon signs of world famous Rue St. Catherine to the Caléches and 
gaily painted horse-drawn sleighs that will take you to the top of storied Mout Royal, 
in the heart of the unique island city vivid contrasts, unexcelled in the world, await 
your pleasurable discovery. 


Paris of America 


Modern Montréal has well been called the “Paris of America”. It is the centre of 
entertainment and night life and the second largest French speaking city in the world. 
Montréal’s story is truly a “Tale of Two Cities”. On every hand you will encounter her 
bilingual character in speech, in press, in street names and signs, in cuisine and 
entertainment. 


If it’s after dark diversions you seek, Montreal's attractive night spots provide gaiety, 
superb dining, suave dinner music, Parisian entertainment and intimate dinner 
dancing. 


Shoppers’ Paradise 


Montréal is a permanent Fair of the native skills of French Canada. Handicrafts of 
the Quebecois blankets, hooked rugs, hooked pictures too, carvings in wood and 
tusk-ivory and luxurious furs. Crofter tweeds and bone china from England, cashmeres 
and lambswools from Scotland, fine linens from Ireland, high fashion and fine foods 
from Old-World centres. The original, the curious, the exquisite are here in 
Montreal's shops items to become your most valued possessions. 


U.S. visitors, returning to the United States after a 48 hour stay in Canada, may take 
back, FREE OF DUTY, articles for personal or household use to the extent of $200.00 
per person once every 31 days. 

YES, D.M.A.A. . . . we know VOUS AIMEREZ MONTREAL!! So avoid 
disappointment by sending off your room reservation now. Write: Queen Elizabeth 
Hotel, Montréal, Canada, and book from September 13 to 16. You'll have the 
Convention of your life. 
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When Tube Distributors, Inc. began feeling the business 
recession, their promotion manager sparked a smart direct 


mail idea . . . to make sure their sales story really got 
across. Prospects loved it; and Tube Distributors found . . . 


— 


Reporter's Note: While Tube Distribu- 
tors, Inc. is just a stone's throw from 
the Reporter's editorial offices in Gar 
den City, we first learned about this 
interesting campaign from Robert H 
Jurick of Fifth Avenue Letter Shop 
110 Sth Ave., N.Y.C Fifth Avenue 
Letter started handling direct mail pro 
duction for TD when the industrial dis 
tributors were in the midst of this 
series. “Response has been terrific, 
Robert Jurick told us so we had to 
see for ourselves. As you'll see in this 
report, Joe Shipman, Jr. has indeed 
come up with a ‘terrific’ idea: Creat 
ing high readership by making direct 
mail fun by giving the prospect o 
real incentive for reading the message 


“W' CAN'T GET TOO CUTE with 
our type of story.” said Joe 
Shipman, = promotion manager of 
Tube Distribuiors, Inc. He was talking 
about direct mail he creates for one 
of industry's largest distributors of 
alloy. stainless and carbon tubing. 

While TD has an active external 
sales force, mosi of their sales come 
as a result of seven inside salesmen 
working by phone from the firm's 
Garden City. N. Y. offices. Each of 
these representatives is a technically- 
trained tube specialist. Their job: to 
contact and service different types of 
tube buyers in commercial and air- 
craft fields. 

This service is TD's straight pro- 
motion story. Joe Shipman, Jr. tries to 
inject it into evervthing he creates. 
In both direct mail and space. copy 
stressing the advice and service of 
talented tube experts has been effec- 
tive. 

“But let's face it.” 
promotion manager. “During the ree- 


explained the 


ession last summer. we were feeling 
the pinch from competition. We had 
to get in and start selling harder. | 
felt we had to stir prospects where 
they lived. We had to make sure they 
would really read and absorb our 
service story. In short. . . 
“We had to force readership.” 


Key Words Hidden In Copy 


For TD prospects. the “forcing” 


was fun... because Joe Shipman. Jr. 


22 


FUN-FILLED INDUSTRIAL COPY CONTEST 
FORCES READERSHIP ... AND SALES RESULTS 


did it with an entertaining and in- 
formative Direct Mail Contest. 

The campaign featured a series of 
seven folder mailings about important 
aspects of TD service and the experts 
who handle them. Hidden in the copy 
of each piece was a key word. When 
all correct words were pul together 
properly, they formed a complete 
sentence about TD. 

First prize for finding all the key 
words and completing the sentence 
correctly was S1LOO worth of Christ- 
mas toys sent to any child of the win- 
ners choice, Second prize was a reg- 
istered Beagle pup. Third prize was 
$50 worth of Christmas toys. Further 
incentive for serutinizing TD mes- 
sages was that every entrant. win or 
lose. received a handsome slide-rule 
tie « lip. 


Negative Approach Gets Results 


Conducted entirely by mail. the 
contest was introduced to 4.000 prime 
prospects in an 11” x 14” kick-off 
self-mailer. This two-color piece an- 
nounced rules, prizes, ete. and con- 
tained a built-in reply card for re- 
questing an official entry blank. 

Frankly. we didn’t care at all for 
the headline “attention-getter” used 
in this first piece . Suggesting that 
most industrial selling mail goes di 
rectly into the round file. TD's pur- 
pose for using this negative approach 
was to point out “We're not trying to 
sell you something. not vet. at least” 
There is a lot we could criticize about 
copy that sells other industrial direc: 
mail short: but we can't argue wiih 
results of this mailing. 

22.6‘. of the 
the contest announcement sent back 
reply cards for an entry blank. 

As the contest progressed (folder 


prospects receiv 


mailings were made every two weeks). 
additional entrants boosted total re- 
sponse to 30°. Prospects who weren'| 
on the original 4,000 list. but who saw 
the mailings. called and even sent 
telegrams asking for entry blanks and 


THE REPORTER OF DIRECT MAIL ADVERTISING 


back issues of the folder mailings. At 
the conclusion of the contest. more 
than 400 prospects had followed the 
mailings all the way returning 
completed entry blanks. 

First place winner was Arthur 
Schumway of American Tube Bend- 
ing Company. Second place went to 
Jack Burt) of \ireraft. 
And Third prize was split between 
three purchasing agents at Construc- 


Grumman 


tion Engineer, who doped out the con- 


test together. 
50 New Customers 


The long-range winner in this con- 
centrated direct mail effort was. of 
course, Tube Distributors themselves 

Their complete campaign cost 
35.000, and promotion manager Joe 
Shipman. Jr. said it produced 50 new 
customers .. . resulting in more than 
$20.000 worth of new and immediate 
business. 

Just as important is the fact that 
more than 400° selective. interested 
tube prospects thoroughly read and 
absorbed the TD service story. 

“No. we cant get too cute with our 
story.” Joe Shipman. Jr. emphasized 
once again, “but we have proven vou 
ean force readership—and action 
with some interesting fun 

“For us. the Direct Mail Contest 
has been fun and so fruitful. 
were going to run it every vear” e 
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PLEASE... not with this 


We're not trying to sell you something: not yet, at least 


TD's 
DIRECT MAIL 
CONTEST 


= 


TUBE DISTRIBUTORS CO NC 


robe tee 


These two-color, die-cut promotion folders were 
every two weeks. Each folder about TD service contained a hidden “key” 
word found by carefully reading the copy. There were seven different 
mailings. The seven mystery words spelled out an important sentence 
about TD. More than 400 prospects completed the contest . and TD 
found 50 new customers. 


iled to contestants 


read what he says et 


Tube Distributors Direct Mail Contest was kicked off 
with this large, two-color self-mailer explaining pur- 
pose, rules, prizes, etc. Built-in reply card brought an 
official entry blank for participating in the contest. 


Of the 4,000 commercial and aircraft industry pros- 
pects who received the announcement self-mailer, 
22.6% returned the reply card for this entry blank. 
These entry blanks were held by entrants . . . for 
writing the hidden “key” words in each of the TD 
mailings which followed. . . . 


a twice 
jling 


pidden “Key 
a u 
give yo 


put toe 


ance 
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Here's how it’s goles to work: 
Starting September ath ao thereafter until 
December ist, you'll receive escribing an important 
part of TD's service 
In each mailing will b » word and to make it * : 
easy for you and, jue each time 
The key words proper! r, will form complete 
\ sentence ( About Tp, nature®> once you have the mail- 
ings (7) you fagure out the statement fill in the entry plank 
and eend it prior midnight December An entry 
plank yours just by returning the enclosed card 
A few rules The contest will be judged on the correctness 
of the sentence formed from the key word i” each mailing ae es 
Farliest post mark will determine the winners and duplicate 
prizes will be awarded in case of ties 
About the mailings Normally: industrial advertising copy 
makes pretty dry reading We're going to try to “spark” ours 
up. make it more palatable for you You'll \jearD some- 
ching about of course, put we nope you'll enjoy at the 
+ same time 
t +p! Thanks for \istening You'll be pearing from us And we'd eee 
es certainly like to heart from you in che meantime 
TBE pISTRIBUTORS INC : 
vee ~et 
i 
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With an 18-part internal training program .. . 


AT GENERAL ELECTRIC, 
DIRECT MAIL EDUCATION 
BEGINS AT HOME 


by W. F. Stolberg, Dist. Programs & Services Mer. 
Apparatus Advertising & Sales Promotion Dept. 
General Electric, Schenectady, N.Y. 


COVER FEATURE 


enced advertising men, of personal- 
ized ghost-written letters and printed 
mailing pieces which are sorted and 
distributed in bulk to our 1000-man 


sales fe ree. 


Mailings are personal ( address- 
ed to customers by name, hand 
signed by the salesmen who call 
on them) and are produced to 
look just that. 

Writing. art, production, and 
distribution are done by quali- 
fied professionals in each field. 
Planning and budgeting are in- 
tegrated with national cam- 
paigns. 

Mass production techniques and 
economies reduce cost. 

All customers with similar in- 
terests receive the same mes- 
sage simultaneously. 

Since the bulk of the mail goes 
through the salesmen (except 
for an self-mailer 
sent direct from headquarters } 
he can short-stop incorrect or 
inappropriate pieces. 

The salesman can devote more 
time in face-to-face contact with 
his customers. 


occasional 


Our SPS system was so well con- 
ceived in 1928 that it has operated 
with outstanding success and only 
minor changes since the first day. 
Through it, upwards of 60,000,000 
sales messages have been delivered to 
customers and prospects for GE pro- 
ducer goods. Our research over the 
vears shows an average recall of 72 
percent on the part of the mail recip- 
ients. Returns, on those mailings that 
call for them, average about 8 per- 
cent, and responses of 30 to 50 per- 
cent are not unusual. Our campaigns 
have won nine DMAA awards in the 
past 7 vears. including the Gold Mail 
Box in 1954, 

But times change. GE's apparatus 
business has grown tremendously 
through the years, in size and com- 
plexity, variety of products, and mul- 
tiplicity of markets. Some 2000 prod- 
uct lines for the generation, distribu- 
tion, and utilization of electric power 
are now sold in 326 utility. indus- 
trial, transportation, community, and 
defense markets. Our interests cover 
turbines, transformers. switchgear. 
motors, control, meters, instruments. 
industrial heating equipment, street 
lighting, ballasts. computers. electri- 
cal and electronic components of all 
types, locomotives, jet engines, atom- 
ic reactors, and many more. 

And this brings us back to our 
original premise. In General Elec- 
tric’s decentralized organization these 
products are engineered and manu- 
factured by 52 autonomous depart- 
ments, each with its own marketing 


Reporter's Note: This is an important story. First time it’s been told. Don’t be tempted to 
skip it just because GE is a big company with plenty of money to carry out the kind of 
internal educational program described. We talked with Bill Stolberg at the St. Louis 
Direct Mail Advertising Assn. convention and learned about this new addition to the 
already famous GE advertising training setup. Later on, Bill sent us copies of the wonderful 


bulletins. Because of the confidential nature of some of the material 


. we asked Bill to 


give us the boiled-down story for Reporter reader consumption. No matter how small or 


medium your operation may be . 


you can use a similar system to train everyone in your 


company (connected with contacting a segment of the public) on the ways to handle direct 


mail. For that reason .. . 


it's an important story and may have far-reaching effects. For 


the record, W. F. Stolberg is manager, Direct Programs & Services, Apparatus Advertising & 
Sales Promotion Dept., General Electric Co., 1 River Road, Schenectady 5, N. Y. Some of you 
Industrial advertisers may want to write him about your own plans. 
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and advertising people. Our Appara- 
tus Advertising and Sales Promotion 
Department, which provides an inte- 
grated package of communication 
services for these “clicnts.” has a 
staff of managers, copywriters, art- 
ists, production and distribution spe- 
cialists. and others who devote some 
part of their time to direct mail. And 
districts throughout the 
promotional 


our sales 
country also employ 
people to implement national cam- 
paigns in their assigned territories 
and often prepare local mailings for 
the sales groups they serve. 

Thus, there are a large number of 
individuals at almost 70 locations 
who can and do affect the planning, 
budgeting. creation, design, produc- 
tion. and distribution of GE indus- 
trial mail promotion. Some see direct 
mail as a challenging opportunity for 
accomplishing sales and marketing 
objectives. To others it is a neces- 
sary. but minor chore. Still others 
look on it as merely a distribution 
channel for brochures which have to 
be prepared anyway. It lacks the 
glamour of space advertising. the 
Hollywood tones of visual media. or 
the hard-headed practicality of tech- 
nical catalogs and handbooks. It’s 
too easy. It's too unknown. 

Those of us who work daily in this 
medium are constantly 
learning. and improving our techni- 
ques and procedures. We are continu- 
ally interpreting and communicating 
direct mail information internally. 
This may be a report on a test mail- 
ing or other research project. a 
periodic analysis of activity, an eval- 
uation of post card returns, playback 
from the sales force or customers, 
cost and quality appraisals, or mail- 
ing list information. At least twice in 
years weve conducted con- 


study ing, 


recent 
tests among our copywriters to focus 
attention on mail promotion and stim- 
ulate greater creativity. 

But still something more was 
needed. It was apparent that a broad- 
er dissemination of basic direct mail 
knowledge had to be achieved. What 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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"Put Sales Back Into The Sales Promotion Service" 


Part X: Creativity - The Missing Link 


We in the advertising profession pride ourselves on the wealth of creative 
talent we can bring to bear to help sell products and services. It's our 
stock in trade--the one big asset on our books. How, then, do we explain 
the monotonous sameness of the direct mail we turn out. 


A study of several hundred recent SPS mailings shows the following breakdown: 


56 percent were tip-ons, transmitting literature. 


21 percent were letters with one or more publications enclosed 
(about a half dozen of these used simple gimmicks). 


14 percent were self-mailers (some quite clever). 
8 percent were publications in envelopes with no covering note. 
l percent were sales letters without an enclosure. 


To be sure, only a small percentage of this total went to any one customer, 
But I'll bet everyone on our list is getting pretty tired of seeing blue 
stationery with a bulletin attached. Can we also assume that if the printing 
presses stopped, we'd have only one possible mailing to send to our customers 
and prospects in a period of two years? 


Of course, this is a "stacked" argument, but the facts are there. [I'm sure 

we all agree that our considerable talents are not being employed in appro- 

priate measure to this basic promotional medium. And none of us is guiltless. 

Our copywriters just haven't devoted as much creative attention to SPS as they 
have to other media. More often than not when they do come up with a really 

new direct mail approach it is aborted or still-born at the hands of promotional 
or marketing people in the sponsoring product departments. All good campaigns 

are cooperative efforts. Ideas can be generated anywhere. If we've fallen short-- 
and I think we have--we're all responsible. 


True, our customers are important people. Pillars of industry. Leaders in 
their field. But they're still people. They are susceptible to the same 
human stimulations and gratifications as the rest of us. They are lazy (make 
it easy for them to get your message). They are visually oriented (picture it 
for them). They think they're busy (don't waste their time). They are self- 
centered (sell them personal benefits--direct or implied). They are parsimonious 
(give them something--or promise it). They are vacilating (shout if you have to). 
But please 

DON'T BORE THEM: 


As mentioned in an earlier issue of this series, mail promotion offers wider 
latitude for creative innovation than any other advertising medium. Why, then, 
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have we hidden our strength? Why do we let the number of new bulletins we 
print determine the number (and type) of mailings we make? Our sales engineers 
won't mail anything else, you say. Maybe you're right. But we really don't 
know--because we've never tried anything else. 


We've never printed a letter upside down or sideways. Or on green or yellow 
Stationery. Or with pictures and stars and arrows in the margin. We've never 
mailed gifts or samples or gimmicks. Or flowers or Christmas trees. We've 
never used pop-ups or pop-outs or die-cuts or flags. We've never done lots 

of things. How do we know whether our salesmen will like it or not? How do 
we know what effect it will have on our customers? We don't--but we can find 
out. 


Now I'm not saying we should all rush out and cram the customers’ mail boxes 
with accordian-fold wall charts on vermillion stock. I'm also aware of the 
fact that "trick" mailings, of themselves, can make us look ridiculous. Nor 
do we want to be so clever that the recipient remembers our cleverness in- 
stead of our message. But we do need more variety in our mailings. 


We should strive to inject an occassional change of pace into our mail 
programs.... particular those going to the most "popular" lists and tabs, 
like utility engineers 6r OEM purchasing agents. We should attempt to 
demonstrate or visualize selling points in new and different ways. And we 
should put dramatic impact into our messages to overcome the natural human 
inertia of the customer. All this can be accomplished through variety, 
creativity, and innovation. 


It can be done with words, form, dimensions, method of folding, number of 
pages, paper stock, typography, layout, illustrations, and color. It can 
also be done through special techniques like die-cuts, tip-ons, gadgets, 
transparencies, embossing, sampling, trick folds, pop-ups or other motivated 
pieces. We can perhaps appeal to the physical senses of touch, smell or 
sound. Or put our message on unusual material--a window shade, a block of 
wood, or a tennis ball. 


Maybe all that's needed is a good solid sales letter, one that smacks of 
simple professional creative skill (and about five hours of skull-cracking 
re-writes). 


The only difference between the “have nots" and the “have gots''--in the 
advertising business at least--is creativity. We've got it. Let's use it. 
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"Put Sales Back Into The Sales Promotion Service" 


Part XII: The Personal Approach In Letter Writing 


Letter writing is easy--probably the simplest form of literary composition 
known. Everybody does it, and the Post Office handles billions of pieces of 
mail a year to prove it. For this very reason, creating good, sound sales 
letters that produce a desired effect on prospects and customers is one of the 
most difficult and demanding assignments ever handed an advertising copywriter. 
It's just too easy to write a poor letter. 


Good ad copy does not make a good letter--no more than a handbook page can 

be used as a movie script. Each medium is an entity, with different objectives, 
limitations, and requirements. We have to learn to shift mental gears if we 
want to do an effective job in all of them. 


The primary distinguishing characteristic of mail promotion is that it is 
personal. It is addressed to and presumably will be read by, a single individual. 
It is person-to-person advertising. Anything that makes it look or sound other- 
wise dissipates its value. 


The important fact to remember is this: MAILING LISTS ARE PEOPLE. 


In SPS, we ghost write letters that are signed by our sales engineers and 
mailed to people they know pretty well. They may have played golf together 
last week; may have been close friends for twenty years or more. In small 
communities, they're probably neighbors, their kids go to the same school, 
they're associated in Rotary, and serve together in civic or church groups. 
At the very least, the customer is called on by our salesman fairly regularly 
and is entertained at lunch or some company or association function a number 
of times a year. They're certainly not strangers. 


It is the very essence of this "personal" factor that makes mail promotion 
both difficult and effective at the same time. It enables the copywriter to 
create a "mood of acceptance" on the part of the recipient that is unparralled 
in other media. He does this by taking advantage of the personal feeling 
which surrounds mail and by writing his message in a direct me-to-you style. 
The emphasis is on friendliness, sincerity, informality--and it pays handsome 
dividends. 


More than anything else, writing solid, hard-working promotional letters calls 
for the proper mental attitude at the onset. Before the paper is put in the 
typewriter, we have to consciously think in terms of person-to-person com- 
munications. We must put ourselves in the place of the sales engineer in 

Des Moines writing a letter to one of his customers. How well we imagine our- 
selves in this role--to what extent we can feel the situation--will determine 
the quality and appropriateness of the letter we create. 


A classic case in direct mail circles illustrates the point perfectly. As the 
story goes, an awning salesman had regularly and conscientiously canvassed his 
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territory by mail to get sales leads. He'd deluged his prospects with ringing 
prose about the economic and esthetic values of his product. Each mailing 
produced about a two percent return. Then one day he changed his lead sentence 
and returns jumped to 20 percent. All he had done was start his letter like 
this: "I drove past your house the other day and noticed you didn't have 
AWNINGS 


Some perfectionists argue that he shouldn't have begun his letter with the 
word, "I," but this is unimportant. The main thing is that he managed to 
epitomize in one single statement the very personal feeling that is essential 
to success in this medium. It was natural and believable to the recipents of 
his letter and it paid off. Can we do the same? 


Attached is a copy of a letter used in a local G-E Service Shop mailing recently. 
It was written by Tom Golden, a maintenance specialist in our Philadelphia Shop. 

I think you'll agree that he has shown a fine appreciation of the personal approach 
in direct mail--that his lead sentence and subsequent development of the theme is 
sincere, informal, and believable, yet gets across some telling sales points. 

It's an outstanding job, one that guarantees high readership. 


Admittedly, Mr. Golden has an edge on us. He has a better understanding of 
his audience, a clearer picture of the people who will receive his letter. It 
is this mental "fix" (and a pretty facile use of language) that enabled him 

to inject the all-important "me-to-you" element into his letter. The lesson 
for all of us in advertising is an obvious one. 
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we wanted was an elementary primer 
on the essential whys and wherefores 
of direct mail as applied to our own 


operations, and we had to find some 
way to get people to read it. What 
better method could be employed 
than direct mail itself? 

|Our objective was stated simply: 
To improve the understanding of the 
important medium of direct mail 
among all people involved in the ad- 
vertising and sales pror otion of G-E 
apparatus products.| To accomplish 
this. we initiated a series of eighteen 
weekly messages and sent them over 
a period of four months to the ap- 
propriate people in our department 
and in the sales districts. 

Averaging about 1000 words 
apiece, the bulletins covered some 
facts and philosophies about direct 
mail in general as well as some speci- 
fic aspects of our own SPS system. 
Simple. straightforward language was 
used throughout. The glaring spot- 
light was focused with particular em- 
phasis on sensitive areas and sore 
spots. Every scrap of rumor and fic- 
tion was replaced by a statement of 
fact. There were no sacred cows. no 
taboos, no whitewashes. Included 
were such subjects as readership of 
mail promotion, cost per contact, in- 
vestment, wastage. mailing lists. plan- 
ning. creativity. forms of direct mail. 
letter writing. postage rates. research. 
and so forth. (Selected ex erpts are 
shown here to give you an idea of the 
tone used in these pieces. ) 

At the completion of the series. 
bound sets of the material were given 
to our associates in the served prod- 
uct departments and to Company- 
wide advertising and public relations 
consultants at our New York head- 
quarters. The information has been 
incorporated as a text book in our 
Advertising and Public Relations 
Training Program for the younger 
men in the organization. Because of 
its breadth, it is suitable for use in 
three of the program’s classroom 
courses: Campaign Planning. Copy- 
writing. and Advertising Distribu- 
tion. 

Copies of the messages were also 
circulated to our artists and visual- 
izers, since some of the subjects—like 
creativity and forms of direct mail 

applied to their work. In addition. 
an abridged version of the series has 
gone to a number of GE's agents and 
distributors to help them improve 
their mail promotion of apparatus 
products. 

The reaction to this internal edu- 
cational campaign was overwhelming. 
From the newest trainee to the most 
promotionally sophisticated veteran, 


MARCH, 1959 


GENERAL @® ELECTRIC 


COMPARY 


APPARATUS SALES DIVISION 
SERVICE SHOP 


10460 EAST ERIE AVENUE, PHILADELPHIA 24, PA... . . . TELEPHONE CUMBERLAND 9-0400 


July 28, 1958 


Mr. W. E. Customer 
409 Fourth Street 
Applesack, Maryland 


Dear Bill: 


Maybe it's none of my business, but I don't like the way my boss spends his money! 
To show you just what I mean, will you please take a look at the attached reprint 
of a double-page ad which appears this month in Factory Management and Maintenance. 
I don't know how many thousands of dollars he spent on this advertisement to tell 
people how fast we repaired a little 7-1/2 HP Motor. 


Now if this were MY money, I would have used it telling our friends about the 
really BIG job we have in the shop right now. It's a 60,000 KW Turbine-Generator 
and we are rewinding the field and stator to the tune of more than a third of a 
million dollars. So why's he bragging about a 7-1/2 HP Motor. 


Do you know what he told me when I asked him’ He said a lot more people have 
7-1/2 HP Motors than have 60,000 KW Generators - and sometimes the loss of a 
small motor can be as important to our customers as the loss of a big generator 
can be to somebody else. And furthermore, he said, he wants everybody--including 
me--to know that our service is not measured by the price tag on the work but by 
the importance of the individual job to the customer at the time it fails. 


And get this - he says to me: "I don't want anybody to think that their job is 
unimportant because it is small, or to think that it's going to be shoved into 
some dark corner until we get finished with more attractive business. I built 
that random motor conveyor line so your customers’ motors will always be on the 
move toward completion. If I can't give them the best motor repair service in 
the Delaware Valley, then my name's not Milt Young.’ 


Well, his name is Milt Young and if you want to find out if he really weans 
business, just you send him a 7-1/2 HP Motor, or a dozen of any other size and 
I'll bet he can prove it. 


Very truly yours, 


T. L. GOLDEN, Maintenance Specialist 


Att: AD 690-5 


ANY WOUR SERVICE . . . . EMERGENCY REPAIRS AT YOUR PREMISES . . . G-E TRAINED PERSONNEL 
ERCIMEERINC SUPERVISION . . . . FACTORY STANDARDS 


practically everyone commented fav- men sell. It accomplishes this, we 
orably. Spot checks indicated that a hope. by delivering the right message 
whopping 90 percent of our people to the right people at the right time. 
read every word of all 18 bulletins If your products and services are 
in the series and 98 percent read most used by classifiable, selective markets. 
of the material. Obviously, the need there is probably no other advertis- 
existed: the messages fell on fertile ing medium that will promote them ae 
ground. as well as carefully planned. creative- bs 
Actually, there is nothing earth- ly executed, properly budgeted direct | 
shaking in what we've done. Most of mail. The more people who under- 
the material isn’t even original. We've stand this. the better off we'll all be. 
drawn information from all available \ simple plan of communication 
sources, added some proprietary sta- and education in your own company 
listics on our own operations, and can go a long way toward answering 
merely compiled the whole thing in this requirement. Let’s first sell our- 
a logical sequence appropriate to our selves and by ourselves I mean 
particular situation. It is an approach everyone who has a stake in direct 
that any advertiser or agency can use mail. Attack the problem at the grass 
with equal effectiveness whether they roots, individually, and the broad- 
be large or small. scale misunderstandings will quickly 
Industrial direct mail. of itself, will fade to nothingness. Because in sell- 
seldom result in an immediate sale. ing ourselves we will be selling all 
Its prime purpose is to help sales- industry. e 
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Postage stamp collecting is the world’s 


biggest hobby 


with an estimated 3 million 


philatelists in this country alone. They are constantly buying stamps from about 5,000 


to 6,000 known dealers, including “part timers 


This is the story of Littleton Stamp 


Company, one of biggest and best of mail order philatelic firms. Here's a behind the 


scenes report on how they sell 


“THE STAMP OF APPROVAL”’ 


H™ YOU EVER grossed over $3 
million a year in peace, quiet 
and tranquility ? 

The Littleton Stamp Company does 
... Operating quietly by mail from 
the delightful New Hampshire hamlet 
of the same name. 

Littleton. N. H. looks nothing like 
Wilder's “Our Town.” Nor does it 
even remotely resemble anything pro- 
filed in Metalous’ “Peyton Place.” 
With a population of 5.000, Littleton 
is more a composite of Frost’s “New 
England” and Fortune's modern sub- 
urbia. 

Across from the small movie house 
on Main Street is the “Opera Block.” 
a block-long building of early 1900 
vintage. At the top of its 
well-oiled staircase is 


wide. 
wooden and 
Littleton’s biggest business. 

The Littleton Stamp Company ts 
big in personality. 
Yankee 


known to thousands of mail ordet 


hig business 

friendliness and ingenuity 
stamp collectors the world over. This 
bigness in the little town of Littleton 
has grown in just twelve years 

from a one-man, one-room gamble 
into one of the nation’s largest mail 


ordet stamp dealers. 
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by Dudley Lufkin, Field Editor 


The man responsible for this 
growth is Maynard Sundman, quiet 
and unassuming owner of the firm. 
With professional knowledge of phil- 
ately hard to equal in the field, May- 
nard talks and looks more like a col- 
lege professor than a million-dollar 
mail order operator. But whatever he 
knows about stamps. he matches with 
a sharp mind for merchandising and 
selling them. 

Like most of us did. Maynard be- 
gan collecting stamps when he was a 
young boy. He also collected his first 
know ledge of business along with his 
hobby. When he found friends in 
school would buy his “extras.” May- 
nard became one of the busiest 8- 
year-old stamp coupon clippers in the 
country. He soon built up a sizable 
stock for an active market developed 
in the school yard. 

Years later. Maynard saw an edit- 
orial in Colliers which gave him a 
stock investment hunch. Since he had 
lost none of his youthful talent for 
soft but convincing salesmanship, he 
got his father to lend him the money 
Maynard’s Wall Street 
hunch was right, and returned 
enough for him to open a small stamp 
company in Bristol, Conn. 


he needed. 


But World War II forced the Bris- 
tol stamp firm out of business, and 
Maynard into uniform. When he got 
out of the Service. he found himself 
with litthe more than his knowledge 
ol stamps. 

To make a fresh start. Maynard 
and his wife went to Littleton 
sight unseen. Within a week's time. 
he had his mail order stamp business 
operating again. from one rented 
room in the Opera Block. 

Today. Littleton Stamp Company 
occupies the entire top floor of the 
building 
floor of the Jax Jr. building across 
the street. There are 62 employees. 

Maynard Sundman has built his 


business on national advertising 


as well as the second 


and bold mail order ideas. 

The company has a revolving in- 
ventory of about 25 million stamps. 
obtained from various wholesalers 
They include more than 100,000 dif 
ferent issues from all countries. 

All of Littleton’s many special-in- 
packets are mailed “On Ap- 
proval” . . . the standard selling 
method used by most mail 


terest 


order 
dealers. 

“On Approval” in this case does 
unordered 


not mean merchandise. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Initial “approval” selections are only 
sent to people who answer Littleton’s 
advertising which: A. makes a 
specific special offer of an interesting 
selection: and B.) specifically states 
that other interesting pac kets will be 
sent “lor your inspection.” 

“Our business has been built on 
this mail examination. credit and 
trust.” says Maynard Sundman., attest- 
ing to the fact that most mail ordet 
stamp collectors are assiduously 


LITTLETON STAMP COMPANY'S BEST CO?Y- 
WRITER was found right in their typing de 
partment a New Hampshire woman 
ho job was to type dictated answers to 
mplaint letters. But owner Maynard Sund- 


man found Mrs. Rena Hood wasn't sticking to 


t crip With Yankee ingenuity, she was 
mprovising her own letters. Customers with a 
beef loved it and came back for more 
Soon, she began writing sales letters. Phone 
calls came in asking for “the writer of 
that letter Today, stamp-collecting vaca 


tioners to New Hompshire make it a point to 
stop in and visit with Mrs. Rena Hood. Owner 
Maynard Sundman is delighted. Results of let 
ters like this one prompts him to call his ad 


libbing typist “an artist of letters 


arch 
ican 


INQUIRIES FROM MASS MEDIA 


LITTLETON’S MARKET comes almost entirely from a wide-range notional advertising budget of 
over $60,000,000 per year spent in magazines, newspapers, radio, etc. Advertising created 
by Schwab & Beatty agency offers special-interest packets, “to secure names for our mailing 
list.’ Special offers such as this Treasure Chest packet are designed to produce prospects for 
Littleton’s regular revolving mailings of other packets. They have also been one of the most 


consistent users of millions of match books 


ARE ANSWERED WITH PACKET 


ao craft envelope containing the packet 


THIS IS LITTLETON’S BASIC MAILING PACKAGE 
offered in national advertising, a “thank you” letter introducing the inquirer to other interest 
ing offers all included in the mailing “on approval.” This basic mailing package is sent 
periodically, with about 25 to 50 different offer combinations a year. About six different 
packets included “on approval” in each mailing range from 10¢ to $1.00 in value. Littleton’s 
average order from “approval” mailings is $1.50. The company is mailing about 10,000 stamp 


packages like this a doy circulating a steady flow of 100,000 different stamps in the 


mail “on approval.’ Their unreturned stamp losses? Less than 312% 
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ORDERS AND RETURNED STAMP PACKETS from the basic mailing package are checked 
in Littleton’s quiet, but efficient fulfillment department. Here, a battery of girls take 
out change for stamps which have been purchased, check returned packets (which go 


back into inventory), and record the purchase on a record-keeping control card 


| DATE RETO PURCHASE BALANCE 


CONTROL CARDS showing customer purchases then go to Littleton’s Analysis Dept 
where skilled philatelists determine which special-interest packets are selling best. These 
best-selling items are then recommended by the analysis experts for inclusion in the next 
mailing package of “approvals The second, third, fourth package of “approval 
stamps sent to the initial customer ore upgraded in value developing him into a 
more substantial mail collector. (Littleton usually mails a second “approval” packet 
combination with a total value of $7.00.) Continuing mailings also include regular price 


lists on more expensive best sellers 


LITTLETON’S OWN PRINTING DEPT. is constantly busy printing scores of special 
inserts which are put into the basic mailing packages. Items on unusual stamps run in 
The Little Ton” are reprinted; space advertising is revamped into return postcards, etc 
Stomp collectors meet with other stamp collectors, so Littleton’s objective with many of 
these inserts is to give prospects “A coupon for your friends This merchandising of 
basic material has expanded the company’s return made the most of the national 
ad budget. The Printing Dept. also saves time and money by printing the stomp packet 


envelopes 
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honest. Reports Mr. Sundman: 

“From the millions of stamps we 
send on approval each year, oul losses 
average only 

This mutual trust and honesty be- 
tween buyer and seller is the key to 
Littleton’s success. Created by Schwab 
X Beatty agency in New York, the 
stamp company’s straight-forward ad- 
vertising in all media always spells 
out that on-trust approvals will be 
sent...and makes no bones about 
stating the ad’s special offer is being 
made, frankly, “To Get Names For 
Our Mailing List.” 

Getting names through national 
advertising (with a budget of about 
S60,.000 per year), then developing 
them into steady customers through 
approval mailings (about 10,000 per 
day). is the hub of Littleton’s market- 
ing method. 

Their average unit of sale is $1.50 

on a steady, revolving basis. 

The precision, selectivity per- 
sonal relationship with which this re 
volving marketing method operates is 
shown by the pictures on these pages. 


“When We Work, We Work!” 


One of the most impressive things 
about this complex fulfillment and 
merchandising activity is the serene 
atmosphere in which it is handled. 
In many big-city fulfillment depart- 
ments, where modern working girls 
often clack as loud as their modern 
machines, the pressure of making 
mailing schedules can get pretty 
hectic. But in Littleton’s many depart- 
ments. where there is littl or no 
mechanization, tremendous quantities 
of hand work are done in’ record 
time... by diligent women who con- 
centrate on their tasks quietly, swiftly. 
and above all. accurately. 

“We train our help differently up 
here.” says Mr. Sundman, explaining 
the smooth. quiet efficiency noticed 
the minute you walk through the 
door. “When we work. we work. We 
don't chit-chat. smoke. drink coffee. 
put on lipstick or run up and down 
the aisles. When we rest—and we have 
frequent work breaks—then we really 
relax. New Englanders up here prefer 
it this way. You might sav we believe 
in working hard and playing hard 
hut not at the same time.” 


Record Keeping Is Important 


One of the hardest working New 
Englanders at Littleton is operations 
manager Bartlett McKinney. In addi- 
tion to his reputation for smooth 
handling of countless business details. 
Mr. MeKinney is one of New Hamp- 


shire’s most well-known and respected 
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educators. A devoted stamp collector, 
he pave up his job as one of the 
state's leading school principals to 
turn his hobby into a full-time pro- 
fession. He has the rare combination 
of being an expert educator and stamp 
historian... with a keen knowledge 
of business analysis. 

“The most important thing in our 
business operation.” says Mr. Me- 
Kinney, “is keeping records. We've 
learned the hard way how easy it is 
to lose money on free offers that pull 
tremendous returns, but don’t make 
a profit after their fulfillment. 

“Most of out advertising offers now 
are for 10e, 25¢ and $1.00 items... 
which we are constantly testing in out 
ads. And our constant checking ol 
results show us the mechanical maga- 
zines pull best.” 


Economic Impact 

In recent vears there has been wide 
national attention placed on the im- 
portant role the direct mail industry 
plays in America’s economy. Nowhere 
is this importance as vividly evidenced 
as in the small town of Littleton. New 
Hampshire. 

Littleton Stamp Company is the 
most important operation for this 
New England community's Post Office. 
The local Elwood Trucking Company 
is employed steadily ... moving all 
mail up and down the Opera Block's 
three flights of stairs. The Courier 
Printing Company down the. street 
handles a good deal of the stamp firm’s 
printing overflow. Houle’s Electric 
Shop keeps the company’s equipment 
functioning. The Littleton Bank is 
supplied with a steady flow of small 
change from one of its biggest 
accounts, The Police Department has 
a major job, escorting this cash for 
daily deposits. 

And Littleton Stamp Company's an- 
nual payroll of more than $1 million 
is an economic stimulant for the 
whole area. 

While this New England area is 
thriving on a busy mail order stamp 
business, the company is also busy 
expanding and diversifying for greater 
income. Stamp albums. coins. bills 
and other items are also being sold. 
And recently, the firm purchased the 
Economic Press of ™ arsdale, N. Eno 
publishers of business self-help book- 
lets such as the popular seller. Obvious 
fdams. 

But Littleton’s biggest business is 
and always will be mail order postage 
stamps. And the way this friendly 
firm sells them in peace and tran 
quility from the hills of New Hamp- 
shire gets thousands of customers’ 


“stamp of approval.” @ 


Turning the 30 pieces of silver 
into an offering of love every Easter time, 
this syndicated campaign raises .. . 


$1 MILLION IN CHURCH CASH 


...IN 30 DAYS 


by Geoffrey W. Royall, 
Vinister’s Idea Kit, Golden, Colo. 


| Se FOUR CONSECUTIVE YEARS one million dollars cash, most of it in 
silver, has been contributed during the thirty-day period prior to 
Easter . . . using a singular direct mail campaign known in church 
circles as the “Thirty Pieces of Silver’ plan. 

The plan is simple. During the month before Easter, parishoners are 
to help turn the original pric e of betrayal (30 pieces of silver) into an 
offering of love. This is to be done by placing one piece of silver into a 
little plastic sack (Judas bag) each day during the Lenten season. By 
Easter Sunday, each bag should contain a minimum of *30 pieces of 
silver’. Those who like the plan but prefer to use another vehicle in 
which to collect the silver, use either an offering envelope or a coin- 


card folder. 


The materials are mailed about five weeks before Easter. They are 
re-designed each year for variety and fresh impact. The letters are litho- 


o 


raphed in two colors (Spring green and Easter purple) on regular 
1.” x 11” white mimeo stock. Three almost identical pieces of copy 


are available on these colorful letterheads. The only difference being 
the identification: of the collection vehicle .. . the bag and tag set, the 
coin-card folder or the small offering envelope. A blank letterhead is 
also available for those churches which prefer to mimeograph their 


own ¢ ops 


or 


The bag and tag sets include a little 3” by 5” plastic sack, and an 
identification label to be tied to the filled sack with a red thread. 

The coin card folder is a self-mailer. If a group uses them in pref- 
erence to the offering envelope or plastic sack. there is no need for a 
mailing envelope. The letter is enclosed in the coin-card folder, lightly 
stapled. addressed, stamped and mailed for 3c instead of 4e First Class. 

Other materials include a matching 17” by 22” publicity poster and 
matching postcards. The latter is a combination reminder-and-thank-you 
card. It is mailed half way through the campaign. The Open Window 


No. 9 mailing envelope (In- 
trigue- U-lator!) does not 
have the usual piece of thin 
cellophane over the opening. 
The letters are folded Orien- 
tal stvle. with the copy out- 
side instead of inside. These 
are inserted into the Open 
Window envelope so that 
part of the top left-hand 
corner illustration shows 
through the aperture. This 
arouses the curiosity of the 
recipient and makes him 
want to open up and read. 
The cost of each double 
mailing (the original mate- 
rials and the follow-up re- 
minder card) varies about 


Reporter's Note: Thanks to Reporter reader 
Geoffrey W. Royall for giving us this interest- 
ing information about money raising for 
churches. Mr. Royall is editor of Minister's 
Idea Kit and advertising manager of Golden 
Shopper in Golden, Colo. Church Extension 
Service in Golden specializes in this type of 
direct mail for churches. The Minister's Idea 
Kit is a C.E.S. publication, and is the only 
idea magazine for ministers . . . and has a 
global circulation among Protestant ministers 
The Golden Shopper is another monthly direct 
mail missive of 24 pages. Editor Royall says 
he'll be glad to send any Reporter reader a 
sample copy of the Idea Kit, which constantiy 
has church direct mail campaigns appearing 
in its pages. You can reach Mr. Royall at 
P.O. 552, Golden, Colo. 
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feontinued from page 33 


$1 MILLION CASH 
IN THIRTY DAYS 


lle and l8e, depending on which of 
he three collection vehicles are used. 
In each case Uncle Sam takes 7c of the 
total: a 4k stamp for the initial First 
Class mailing (it can be 3c for a tuck- 
in). and 3e for the reminder card. 

The results have been fantabulous. 
While a certain percentage of the col 
lecting vehicles are not returned on 
Laster Sunday reports over a four 
year period indicate an average of 
nearly $10.00 in each plastic sack. 
Hundreds of participants fill their 
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sacks with 30 silver dollars! Several thirty pieces of silver.” Many congre- 
churches attached a real silver dollar gations dramatize the Operation Sil- 


to the top right hand corner of each 
letter with rubber cement. The recip- 
ient was encouraged to add 29 more! 
On a percentage basis, approximately 
a million dollars is received by par 
ticipating churches. The largest single 
gathering to date is $8,900 from the 
Claim Street Baptist Church in 
Aurora, Ill. There are always scores 
of four-figure collections and hun- 
dreds in the three figures. 

Unusual features resulting from 
this mail campaign include the ‘weigh- 
ing ceremony’. The Bible says of Ju- 
das “And they weighed unto him 


ver offering, by weighing it publicly. 
When brought to the altar by the con- 
tributor, each sack is placed on a 
scale. One congregation (First Christ- 
ian Church of Mount Hope, West Vir- 
ginia) used a new silver painted 
wheelbarrow to take the total four- 
figure offering out of the church into 
a waiting car. Two motorcycle cops, 
with sirens sounding. escorted the car 
to the local bank. Here the president 
of the bank was waiting to open up 
the vault . . . so the large deposit 
would not be in jeopardy over- 


night! @ 
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UPGRADING 
LETTER COPY 


by Paul J. Bringe 


Here is a simple listing of what is 
wrong with this letter 

|. Printed type. 

2. No salutation of any kind, not 

even a lead line. 

> No signature. Evidently it was 
not written by a person, or pet 
haps no one wants to own up 
to it. 

lL. At least two grammatical errors 

». Clumsy and inept expression 
all the way through 

The faults listed rob this letter of 
one appeal all business letters should 
have—person to person appeal. This 
letter gives the impression of being 
addressed to everbody and to nobody. 

Still. these faults would not mean 
much if the letter said something that 
had a small chance of interesting a 
reader. Instead of telling what plastic 
binding will do for me, it talks about 
three generations in the business and 
how good the machines are. 

I don’t care if the machines are 
jeweled and made of rare metals. | 
don't care if they cut from left to 
right or up and down. I don't care if 
this firm was or was not the origi- 
nator of anything. All I want to know 
is what / get out of plastic binding. 

Before attempting a rewrite of this 
letter | sent in the card for the cata 
log. I received it in three days, a 
beautiful three color job, very nicely 
packaged and carrying 15 cents post- 
age. In probably cost 75 cents in the 
mail. It had no covering letter and 
no mention of a salesman, though it 
did give prices and included an order 
blank. Inspection of the catalog copy 
showed that some of it was lifted for 
the original letter—-which explains 
why the letter reads like a catalog. 

The rewrite has only one task—to 
present the user benefits of plastic 
binding. Unless we can get the reader 
to visualize how his material will look 
in plastic binding, he won't send in 
the card. And if we can’t get the pros- 
pect to send in the card the finest 
machines in the world won't help the 
manufacturer or the user. 

Let’s do a little figuring. If the 
mailing cost $70.00 per M, 5% re- 
sponse means a cost of $1.40 per in- 
quiry. If the follow-up catalog costs 
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It’s the paper that makes the difference! 


Sabin Robbins every time you start a job 
you'll always make more from your printing paper money! 


7 


Home Office: 3800 Ludlow Ave., Cincinnati 23, Ohio + Albany + Atlanta + Baltimore + Buffalo 
Chicago + Cincinnati + Cleveland + Dallas + Dayton + Detroit + El Paso + Ft. Worth * Houston 
Indianapolis + Kansas City + Los Angeles + Louisville * Milwaukee + Minneapolis »- Newark 
New Haven + New Orleans + New York + Peoria + Philadelphia + Pittsburgh + San Francisco 


Seriously, you print higher profits when you 


let your Sabin Robbins paper specialist prove 


you can save as much as 40° with high quality, 


job lot printing papers. To coin a phrase, 
it pays to make it a money minting habit to call 


The Quality Job Lot House... For 75 Years” 


(MMi THE SABIN ROBBINS PAPER CO. 


St. Louis + St. Paul 


that way 


SAMUEL 


545 Fifth Avenue 


Stra tifica $4008 


more sales...more savings 


Neighborhood stratification is the 


modern, efficient way to help promote 


your product to consumers. 


Neighborhood stratification means your 


market is defined in relation to the 


sales potential of the individual 


consumer. . 


FITZSIMMONS 


. and your mailing lists 
compiled from this research. 


Neighborhood stratification means more 


sales and more saving 
from your promotions. 


For more information, call or write 


Market research for mail advertising and sales promotion 


& COMPANY 


New York 17, N. Y. . MUrray Hill 7-6865 


79 cents, then the inquiry cost is too 
high. Increasing the original re- 
sponse to 15° would bring the per 
inquiry cost to 47 cents each. With 
the resulting complete cost of $1.22 
each, this manufacturer should not 
only have a letter with the catalog but 
also a series of five to ten follow-up 
letters to convert every possible pros- 
pect into a buyer. The number of sales 
resulting from each follow-up will 
quickly show when to stop mailing. 

The most important part of this 
promotion is to get the right kind of 
inquiry at the lowest possible cost. 
lo do that the original letter must be 
carefully thought out—maybe two or 
three different approaches tried. Con- 
sidering the cost of follow-up any 
amount of extra effort on the first 
letter will be worthwhile. 


SHOPPING FROM 
AN ARMCHAIR 


When it comes to retail newspaper 
advertising, Wallach’s in New York 
has few equals. Their series of edi- 
torial-style ads sparked by a simple 
headline thought never fails to get our 
readership. So does their quality mail 
order catalogs. 

We like Wallach’s approach parti- 
cularly because they know how to 
make newspaper space and mail order 
catalogs work together. ‘Typical is this 
ad Wallach’s ran in the December Ist 
New York Times: 


ARMCHAIRMANSHIP 


We would like to usher in the Christmas 
shopping season, which traditionally begins 
this week, by presenting a heresy. It is this. 
Successful Christmas shopping doesn’t nec 
essarily require shopping at all. 


One of the most talented and ingenious 
givers of gifts we ever knew lived in the 
country and never went near the stores in 
December. Instead, the stores came to her 
in the form of catalogs. From these, in her 
own deliberate way, she chose gifts for a 
large family and hit the mark every time. 


We suspect that this form of armchair- 
manship is growing. Every year there are 
more and better catalogs and the stores 
wouldn't get them out if they didn’t pay. 
The Wallachs catalog recently came off the 
press and it’s our best yet. With full-color 
photographs it illustrates 121 gifts ranging 
in price from one dollar to fifty dollars. It 
gives you an unhurried view of the things 
men hope they'll get and so often don’t. If 
you haven't already received it in the mail, 
send us a postcard (323 E. 44 St.. N.Y. 17) 
or telephone (MU 6-3400) and ask for a 
copy. @ 
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Photo Courtesy— Genera! Mills, Inc., Betty Crocker Cake Mix 


HOW TO MAKE CUSTOMERS GO OUT AND BUY IT 


Use Hammermill Offset to make the product look more mouth-watering. 
It gives colors that true-to-life sparkle that helps move merchandise. 
It takes beautiful black and white printing, too. Turn the page to see. 


OFFSET 


» 
| 


FULL COLOR 
OR 

BLACK 

AND WHITE, 

HAMMERMILL OFFSET 
PRINTS IT 
RIGHT 


If the job calls for a black and 
white illustration, new white 
Hammermill Offset brings out the 
dramatic contrasts, lights and 
shadows... just as it does with 
colors. (See other side of this 
insert.) This specimen was printed 
by offset on Hammermill Offset, 
substance 70, Super-Smooth 
finish on a 42 x 58 two-color press. 
Sheet size 39 x 51, 16 up. Speed 
3,000 an hour. Hammermil! 
Offset, in 8 finishes, and 7 new 
colors. Made by Hammermil! Paper 
Company, Erie, Pennsylvania. 
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Are You a Reader-Watcher? 


You ought to try it. Its an inter- 
esting hobby. And a rewarding one. 
Watch your wife as she opens the 
family mail. Watch your 
friends as they do the same. 
Youll learn a lot about the people 
who get your direct mail—how to ap- 
peal to them, what you must put into 
your direct mail copy to make it pay. 
From the standpoint of a direct 


business 


mail writer, readers fall into & general 
classifications. 

First is the GLANCE-AND-TOSSER. He 
may be a busy man. Or, he may be 
the Ly pe of fellow who looks through 
his mail first for the checks. then for 
the orders, and next for inquiries. 
With those out of the way he elances 
at the direct mail—recognizes it as 
third class——and tosses it in the waste- 
basket. UNLESS. 

Unless you give him a strong ben 
efit appeal on the outside of the en- 
velope, or appeal to his self-interests. 
his hobby. He ordinarily 
for such vapid cliches as “Save 10°.” 
“Get ahead in “Special 
offer.” or “Amazing bargain.” Every 
such 


wont fall 
business,” 
morning for years he’s seen 
phrases in the direct mail that lands 
on his desk and they slide off his 
mind like water off a duck. 

Then there’s the setr-asiper. He 
slits all the mail down so he can see 
where to insert the letter opener under 
the flap. He removes mail from en- 
velopes. Then he starts through it. 
Reads the first paragraph. If he thinks 
it’s something he might want to in- 
quire about or buy, he sets it aside. 
Probably on the table back of him. 
Maybe he gets back to it at a later 
time, or maybe not. He might get a 
cleaning up urge and dump the whole 
stack in the wastebasket. Or he may 
go through it again before he dumps 
it, pick out those things which still 
interest him and do something about 
them. Or he may wonder, as he gives 
this material a second look. “Why did 
I keep that?” 
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A Merthly Clinic Conducted by Owille Red 


The RETURN-CARD-KEEPER. After 
vears of watching my wife open the 
family mail. [| find she falls in this 
category. She opens the mail, takes 
a quick glance at the letter 
reads it). tosses the letter and any 
accompanying folder in’ the 
basket——keeps the return card. If you 
want to sell her, better put the whole 
a brief desc ription 


fnever 


waste 


story on the card 
of the product, the deal. and the 
price, 

The scanner. He takes a quick 
look at indented paragraphs or those 
in red. Looks at pictures. You may 
have spent many weary hours turning 
cute phrases, building vour sales argu 
ment paragraph by paragraph. It’s all 
lost on the Seanner. The only way 
to get to him is to pack those in 
dented and colored paragraphs with 
benefits and a real urge to buy. He’s 
a second cousin to the RETURN-CARD- 
KEEPER. Usually he'll read return 
cards if they are brief and tell all. 

The READ-IT-THROUGHER is usually 
the man or woman who doesn't get 
much mail. Farmers fall into this 
class. READER-WATCHER Bob Cramer. 
who so successfully and _ profitably 
sells gold fish by mail (Ozark Fish- 
eries, Inc.) says: “It’s real interesting 
and educational to follow a rural mail 
carrier on his rounds and see the 
folks either waiting at the mail box 
or peeping out the windows. A run 
for the box and a quick look at the 
letters. A letter from the boy in the 
army or from the boy or girl friend 
is opened and read on the way to the 
house. Catalog days they hurry a bit 
faster. Have visited in homes along 
the route and many letters (direct 
mail) are found on the living room 
stand or dining room table, and they 
can usually tell you what was in most 
of the letters.” 

Watch out for the FILER-FoR-FU- 
rURE-REFERENCE. You'll find these 
among business men. Unless they 
have an immediate use for what you 
offer they mark your letter “File” and 


it is hidden away in a file cabinet for 
evermore. Unless .. . your follow-up 
keeps it alive. If your follow-up letters 
continue to sell instead of simply ask- 
ing him why he doesn’t order, he may 
vo to the file, haul out your former 
mailing and do something about it. 

The boastful. self-deluded 
MAIL-NEVER-READER tries to give the 
impression that third class mail is 
beneath him. Ask him about it and 
he'll puff up and proudly say “I never 
read third class mail.” This fellow 
might be a combination of RETURN- 
CARD-KEEPER, SET-ASIDER and SCAN- 
ver. You know he does read direct 
mail because right in his oflice he has 
a set of books sold only by mail, an 
office chair you recognize as sold only 
by mail. He’s not being untruthful. 
He actually believes he doesn't read 
direct mail, but he opens it and often 
returns the card that flutters out. 

The SEND-FOR-EVERYTHINGER costs 
users of direct mail millions in useless 
expense every year. A return card and 
a phrase in your letter “Use the post- 
age-free card” is an invitation he 
takes seriously. You get the card back 
and think you’ve got a prospect. So 
you start your series of follow-up to 
make the sale. But you never hear 
again from the Send-for-Everythinger. 
And you wonder where you missed 
the boat in your follow-up selling. 

The Send-for-Everythinger _ per- 
forms a real service to direct mail. If 
you get too many inquiries from the 
likes of him but your follow-up 
doesn't bring in orders. you're in- 
clined to re-evaluate your follow-up 
letters. You try to improve them. And 
that’s all to the good. He keeps you 
sharpening up your appeals. 

After many years in this business 
I still have a feeling of frustration at 
a 2, 3. 4, or 5% return from direct 
mail. If the mailing pulls 2° I always 
wonder why I wasn't able to sell the 
other 980 prospects out of each 1000 
mailed to. 

So I pitch in on the next assign- 
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ment knowing what I write will go know I'll lose even him unless what 
to a mixture of the Send-for-Every- | write is interesting, packed with 
thinger. the  Filer-for-Future-Refer- facts and motivation. 
ence, the Scanner, the Glance-and- If vou're a Reader-Watcher. you 
losser. the Return-Card-Keeper, but may have some spec imens to add to 
verv few Read-it-Throughers. my gallery. If you're not a Reader- 
Cant do much about the Send-for- Watcher, it will pay you to take up 
Everythinger. More thoughtful follow- this fascinating but slightly frustrat- 
up can capture the Filer-for-Future- ine hobby. You'll write more effective 
Reference. But | can worry over and direct mail if vou do. 


improve the urge to buy and the ben- A 

efit in my copy to get the Glance-and- _ 

Tosser interested. | can pack indented Is there much sales value in start- 
: paragraphs and those in red with real ing a letter with “You'll agree...” 
“sell” to pull the Scanner up short. or a Variation of those two words? 

| love the Read-it-Througher but We doubt that there is. Such sentence 


Are You on 
Our List? 


TO RECEIVE THIS SPECIAL SERIES OF STUDIES ON EFFICIENT 
AND PROFITABLE MAILING LIST PRACTICES AND PROCEDURES? 


THE FUNCTION OF MAILING LISTS 
IN DIRECT MAIL ADVERTISING 


If you are interested in using direct mail more effectively and 
profitably . . . if you would like to know more about how to exploit 
your own mailing lists for extra profits — you will want to receive 
these studies currently being sponsored by PLANNED CIRCULA- 
TION as a service to mailing list users and owners. 


The introductory booklet has already been mailed to our 
clients, and subsequent studies — on list selection . . . testing . . . 
house lists . . . etc. — will follow. 


If you would like to get on our list to receive these studies, 
just phone or drop us a line. The booklets are free . . . no obli- 
gation, of course. 


PLANNED CIRCULATION 
Mary Bertha McGuire, Owner 


A LIST BROKER DEDICATED TO THE CLIENT’S INTERESTS 
19 West 44 Street New York 36, N. Y. MUrray Hill 7-4158 


starters seem to presume too much, 
might even raise the dander of some 
readers who may automatically think 
“darned if | do.” 

Here are some examples from re- 
cent letters (the parenthetical remarks 
are mine). 

You'll agree. | believe, (the writer is 
not too sure) that the exclusive advan 
tages listed on the enclosed sheet are us« 
ful, important, and that they provide 
advantages vou wouldn't want your school 
to be without 

. is the first sentence in a letter 
sent out by Edwards Co.. Inc., Nor- 
walk. Conn. 

Here’s another from a letter sent 
out bv Remington Rand Univaec, 


beginning: 


Briefly. here's our case. As an alert 
businessman, you'll probably the’s not 
too sure. either) agree that TIME Is 


MONEY 

And another: 

When you read this letter | believe 
you'll agree—-the new Dun & Bradstreet 
million dollar directory belongs in vour 
oft 


ofhee and in every trade association « 
in the country I'm not sure | agree it 
belongs in every trace issociation ofhes 


in the country.) 


Interpretation 


Here's the first sentence of a follow- 
up letter used by General Metals, Inc.. 
Greensboro, North Carolina: 

When vou asked for literature recently 
we promptly sent it to you But did you 
get it? We wonder, because we have 
heard nothing more from vou 
How impatient can you sound? 

How curt can vou get? 

Remember. evervone who reads 
your letter makes his own interpreta- 
tion of it. | interpreted this to mean: 
“We went to the trouble to bust a 
gallus to send you the literature you 
asked for. We thought you'd at least 
have the courtesy to tell us it arrived. 
But we haven't heard from vou. Do 
vou think that’s cricket?” 


Readers Take Over 
Walter H. Freeman of Allied Metal 


Products, Toledo, Ohio. sends me 
copy of a letter promoting the sale 
of a set of books by mail. 

The lead: “Have you ever been as- 
cused of having a one-track mind? 
In this age of increasing specializa- 
tion, all of us have a tendency to 
limit our thinking to narrow special- 
ized fields. Our conversation becomes 
stilted . . . our ideas more confining 
and thus frequent.” 

Mr. Freeman’s comment: “Ain’t 
this awful? At least, | won’t admit it 
applies to me. How about you?” 

L. J. MeConahy. one of the FoLKs 
ON GOSPEL HILL, writes: 


We took the time to enjoy our monthly 
reading of “Reed-Able Copy” in The Re- 
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porter (January issue). Your column al 
wavs interests and stimulates me . . . but, 
January's comments on Christmas letters 
that ooze sentiment really hit home. 
You'll be interested to know that your 
idea for New Year letters works. After 
many vears of sending thank you notes 
Christmas 
This year 


aimed at capitalizing on the 
Spirit, we 
the enclosed letter was mailed on Decem 
ber thirtieth and, for the first time in 
vears, we received replies 


The replies were much the same. 


altered our policy 


Here are some excerpts: 
It is the type of letter that inspires an 
immediate answer. 

I know that we have 
letterheads from vou for many years but 
did not realize that our first letter went 
back to 1954 


All were quite gratifying 


been purchasing 


Your idea has our heartiest endorse 
ment 
Here's the letter: 

A< we come to the end of 
eventful vear. Mr 
to take “tock 
picture for 1958 has been one of ups and 
happy to tell you that 
this has been our best year to date 

You helped! 


with vou in 1954 beth of us have seen 


nother 
Jones—the time comes 
of our business. The whole 
downs but were 


Since we started working 


good times and bad, but together we ve 


managed to grow The Folks have grown 
he« itime ot you and our othe customers 
like vou who have remained with us ovet 
the vears 

With the world in such a state of anxi 
ety. there are few who still hold to the 
old wavs of quality, service and friend 
ship with all. But, it is this happy few 
who are keeping the business world stable 

Thanks to 


your we 


you for vour friendship and 


appreciate being 


given the privilege to know and serve you 


THE FRAUD AND 
FILTH FRONT 


The Post Office Department and 
other Federal and State law enforce- 
ment cracking 
down on the fraud and filth operators. 
We've been getting so many reports 

it’s difficult to keep up with all 
of them. 

In the last fiscal year, Postal In- 
spectors made a total of 7.495 arrests 
for mail crimes and 7,401 convictions 
were obtained in cases taken to trial. 
That is a batting average of 98.7% 

a figure which should scare the 
pants off those tempted to cheat by 
mail to the detriment of the whole 
medium. 

Of course, the figures above do not 
include actions brought by the Fed- 
eral Trade Commission . . . and they 
too run into the thousands. 

One of the most sensational and 
satisfying cases came to an end in 
January. Charles and wife Mary Hall 
of Cottonwood, Calif., were convicted 


acem ies are really 
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material. They 
Federal Court 
to ten vears imprisonment 


of mailing obscene 


were sentenced by a 
stiffest penalty ever handed out. 

This was made possible by a bill 
which the President signed into law 
last summer. Previously. actions 
against purveyors of obscene material 
had to be instituted at the point of 
mailing. Since the racketeers 
ated mostly in big cities, it was dif- 
ficult to get Postal In- 
spectors were discouraged and were 


oper- 
cony it tions. 


timid about starting action. But un- 
der the new law. recipients of filth 


in the mail can file complaints with 
Postal Inspectors in their home com- 
munity. and the United States At- 
torney of that district can take action 
if it is warranted. In the Hall case, the 
complaint originated at Boise, Idaho 

not the point of mailing. | nder 
the new law. second offenders can be 
fined $10,000 and imprisonment for 
ten years. 

Also. there is a better procedure 
for taking prompt action against 
fraud or filth operators. In old days, 
continuance delays 
months while the fly- 


hearings and 
could run for 


a portable electric collator for ‘149% 


Now for the first time ever a port- 
able electric collator that is actually 
half the price of anything on the 
market. Capable of unusual high 
production, this new collator has 
the capacity to handle 8'2” x 11” 
sheets of the normal range of office 
and duplicating stocks. It’s portable, 
light weight and extremely easy to 
operate. A simple flip of the switch 
turns the tiresome time-consuming 
task of hand gathering duplicated 
pages into sets into an efficient, 
effortless job... that’s almost fun! 


Ideal for every office .. . easily 
moved from department to depart- 
ment... perfect for sales bulletins, 
promotional material, price lists and 
other data. 


Mail coupon ... or ask your stationer 


or office equipment dealer to arrange 


for a free demonstration right in 
your own office. 


We THOMAS COLLATORS INC. 


ates. 


Thomas Collators Inc 
Dept. W 50 Church Street, New York, N.Y 


} Sounds good . . . send literature! 


I'd also like a free demonstration 


(please print 
COMPANY 
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me 
NOW for the first time 
=O” _/* 
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ease 
1 ommen _— complete FREE details about the many 
ee excellent new lists of mail order buyers 
an ——epnieae we can supply for YOUR next mailing. 
ae - Ours is a national service, used and 
aa a relied on by many of the most successful 


mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
Chances are we have the BEST lists 
for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 


wi INC. 


215 FOURTH AVENUE + NEW YORK 3, N.Y. 
PHONE: SPring 7-7460 
CHARTER MEMBER: National Council of 
Mailing List Brokers 


SEND THIS COUPON! it will bring you ) 


service is FREE. Simply send the coupen. } 


IN GOOD COMPANY... 


If you've ever glanced through our Portfolio, you'd have noticed 
how many different kinds of businesses find it profitable to use 
our “built-in” reply card (or envelope) to add more “pulling power” 


to their direct mail promotions. 


You'd notice, too, the stature of each individual company . . . many 
of them leaders in their particular field. This fact in itself would 
tell you that when your direct mail promotions take advantage 

of our RETURN-A-CARD format and our creative and production 
organization . . . you've merely confirmed the judgement of 


executives in some of our country’s largest and most 


successful companies. 


SALES LETTERS, INCORPORATED 


155 West 23rd Street * New York 11, N.Y. * Tel. WA 9-2680-1 
SALES OFFICES: Newark, Philadelphia, Chicago 
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by-nights could make a killing finan- 
cially. Now ... under carefully work- 
ed out legal steps, the Post Office 
Judicial Officer can impose a 20-day 
ban on the receipt of mail by suspect- 
ed purveyors of obscene material. In 
that period, they have the usual legal 
remedies, but their source of income 
is dried up. The new procedures do 
not in any way endanger legitimate 
mail order operators, and they pro- 
vide better legal protection for all 
persons involved. 

Another case which has been a 
pain in the neck for many years has 
come to a tragic but satisfying end. 
The Federal Trade Commission dis- 
missed a complaint against Jacob C. 
Swimmer, trading as National Titan- 
ium Company from Vernon. Calif. 
Mr. Swimmer died last December 31 

. and his secondhand. nearly worth- 
less paint will no longer be offered to 
the unsuspecting. 

Another case coming toward an 
end: On February 5, the Providence 
(R. 1.) Journal announced the arrest 
and arraignment of a Frederick J. 
Martineau for mail fraud. He was one 
of the operators of the homework 
racket, selling addressing instructions 
for Sl through help wanted ads in 
magazines and newspapers. One postal 
employee claimed that Martineau re- 
ceived as many as 6.000 returns a 
month, presumably enclosing dollar 
bills. The “instructions” were con- 
sidered worthless. This was the first 
arrest since the Attorney Gene al is- 
sued directives last December to crack 
down hard on all mail frauds. Postal 
Inspectors and U. S. Attorneys are 
doing just that . . . judging by all the 
cases reported by the Information 
Service bulletins of Fraud and Mail- 
ability Cases by the Post Office De- 
partment. 

We should all applaud these actions 
in the interest of better public rela- 
tions for direct mail. The bad apples 
spoil the good name of the medium 
of selling by mail. 


CASE HISTORY 


Reporter's Note: Thanks for a letter from 

FE. A. H. King, sales manager of Clark- 

O'Neill, Inc., 1 Broad Ave., Fairview, N. J.. 
. giving us this case history. 


A pharmaceutical company had a 
new drug — a fungistatic cream. 

The potential prescribing audience 
was determined to be G.P.’s, Indus- 
trial Physicians, Pediatricians, Inter- 
nists, Allergists, Dermatologists. Pub- 
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lic Health Physicians and Osteopaths. 

The method of introduction Di- 
rect Mail. A multigraphed letter de- 
scribing the product, and offering a 
sample, was mailed in a first-class en- 
velope to 89,103 doctors. 

Within 12 days, 16,000 (or 17.96 
per cent) repiies had been received, 
Within a month, the replies totalled 
19.800 (or over 20 per cent! ). 

How many M.D.’s read. and were 
influenced by this Direct Mail mes- 
sage. for every one who requested a 
sample, is anyone's guess! But this 
manufacturer proved for himself that 
DIRECT MAIL PULLS AND CREATES 
sALes!! 

All users of Direct Mail are prov- 
ing for themselves. day after day. that 

if the product is right. and if the Di- 
rect Mail pieces are well prepared 
DIRECT MAIL PULLS AND CREATES 
SALES. 


TWO BOOKS 
WORTH READING 


Review by Henry Hoke, Sr. 


\ few fortunate outsiders, includ- 
ing this reporter, have through the 
vears shared in reading the wonderful 
internal bulletins issued to the edito- 
rial and makeup staffs of the Veu 
York Times. The bulletins were called 
“Winners & Sinners.” They praised 
and quoted brilliant writing in the 
paper .. . and panned unmercifully 
sloppy mistakes in heads and text. 
Now. Theodore Bernstein. who edited 
these famous bulletins. has written a 
book based on them. “Watch Your 
Language” is the name. It’s available 
to the public at $3.95 per copy from 
Channel Press. 159 Northern Blvd.. 
Great Neck. \.Y. Evervone connected 
with advertising writing should read 
this book to find out how incisively 
and with what cheerful ferocity Mr. 
Bernstein repairs broken English. 
Once read. you'll never forget the five 
delightful chapters titled: Words That 
Need Watching. Helpful Hints for 
Hatchet Men, Syntax Sinners. Head- 
Hunting. and Storytelling. An appen- 
dix contains a number of stories and 
features counted by Mr. Bernstein as 
“winners.” 

The other “must” book for copy- 
writers is titled “The 3 Steps to More 
Skillful Management.” It was com- 
piled by the editors of Vation’s Busi- 
ness, 1615 H St., N.W., Washington 6. 
D.C., from the best of a series of busi- 
ness improvement articles appearing 
in the magazine. The 144-page 
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HOW MUCH 
OF A BARGAIN 
MUST A 
PHILLIPSBURG 
INSERTER BE 
BEFORE YOU'LL 
BUY ONE? 


The women — bless em — love a bargain. But somehow we men folks 
don’t trust a bargain. A bargain doesn't always have to be picked up 
from the Mark-Down counter. Executives who recently have been 
pokin’ around the mail room know a bargain when they see the Phillips- 
burg Inserter. Rising postage costs and dislocated help . . . overtime and 
supervisory time . . . overhead and understaffing . . . all create a 
pressing need for self-servicing the mail — mechanically! The Phillips- 
burg Inserter is a bargain any way you look at it . . . for big or little 
mailers. It pays for itself many times over by automating the gathering 
and stuffing of mail matter. Where's that trading instinct Mr. Bargain 


Hunter? Have fun with that coupon. 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell 
Phillipsburg 


PHILL/PSBURG, NEW JERSEY 
Successor to inserting and Mailing Machine Company 


PHILLIPSBURG INSERTER 


Bell & Howell Phillipsburg Co., Phillipsburg, N. J. 
Send brochure, ‘Modern Mailing through Mechanization’’ 


——Hiave representative call to arrange demonstration 


Send Case History Study on 


(type of business) 
NAME 
FIRM 
STREET 
CITY STATE 


R-3-9 
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brought in over 65,000 
requests 


for this booklet... 


Getting leads for salesmen, mak 


ing their work easier and more 
productive has been ‘‘a specialty 
of the house” with us for over 
37 years. We don’t just plan and 
prepare direct mail ue make it 
work. For such firms as 


International Business Machines 
Corporation; National Geogra- 
phic Society; Chilton Company, 
Inc.; J. B. Lippincott Company; 
Dictaphone Corporation; Selas 
Corporation of America; R. O. H. 
Hill, Inc.; The Mead Corpora- 
tion; The Mosler Safe Co. 


write 


Phone Rittenhouse 6-018 


THE 


BUCKLEY ORGANIZATION, INC. 


Philadelphia National Bank Bidg. 
Philadelphia 7, Pa 


paperbound, three-section 
volume we received was reprinted 
especially for members of the Systems 
& Procedures Association, but we un- 
derstand others can obtain copies of 
any or all of the 48-page. three parts 
for 80c each or $2.40* for the lot. The 
three sections are: Managing Your- 
self. Managing Your People. and 
Managing Your Business. 

The whole book is wonderful . .. a 
valuable textbook on solving manage- 
ment problems. but the first section 
appealed to us most (naturally! be- 
cause it deals primarily in what exec- 
utives should know about communi- 
cating ... in writing what others can 
understand easily. Section One puts 
together and summarizes practically 
everything which has previously been 
written about the improvement of 
business writing. The section contains 
horrible examples of actual letters 
written by businessmen . such as 
this unbelievable one: “Dear Mr. 
Blane: Surrender of the policy is per- 
missible only within the days attend- 
ant the grace period on compliance 
with the citation relevant options ac- 
cruing to the polic \y so we are stopped 
from acquiescing to a surrender priot 
to the policy's anniversary date. We 
are confident that an investigation 
relevant to the incorporation of this 
feature will substantiate that the pol- 
icy is not at variance with policies of 
other companies.” 

There are examples and lists of 
words people dislike: words people 
like; words we should say goodbye to; 
and sentence constructions which con- 
fuse the readers. You'll get your mon- 
ey’s worth if vou obtain, read and 
absorb this material. And the other 
two sections may help you too . . . to 
become a better manager of every- 
thing you are supposed to manage. 

This reporter, for one, is overjoyed 
that such books as “Watch Your Lan- 
guage and the the Nation’s Business 
compilation are making their appear- 
ance early in 1959. During past years, 
I’ve traveled all over the country mak- 
ing talks . . . mostly about better let- 
ters. I’ve examined thousands of letters 
and other copy written by business- 
men in practically every field of ac- 
tivity. In spite of all the crusading for 
better business letters or business 
writing, ve come to the conclusion 
that most businessmen just don’t 
know how to put down their thoughts 
clearly. They study their own business 
thoroughly they become expert 
bankers, insurance men, engineers, 

We 
set is now being 


a one year 86.75 
Business. 


from Guy Yelten that the 
‘red as a free premium with 
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fruit or baby chick growers. hotel 


but their 
commu- 


men. and what have you... 
most important problem . . . 
nicating with others . . . is lost in the 
shuffle. Read your own mail... and 


you ll see what I mean. 


THE POSTAL 
SITUATION 


According to all reports from 
Washington, the Postmaster General 
and the President will have a hard 
time with the new Congress in trying 
to jam through another increase in 
in killing the 
amount to be set aside for the Post 
Office public services. But you never 
can tell what might happen. 

We thought all of you might like to 
have handy for argument . . . the 
chart which was included in the book- 
let. “Why You Should Support the 
Fight to Save Third Class Mail.” is- 
sued by the Associated Third Class 
Mail Users. 1406 G St... N. W. Wash- 


ington 5, D.C. 


first class rates. or 


COMPARISON OF US. POST OFFICE 
RECEIPTS WITH THOSE OF OTHER 
MAJOR FEDERAL AGENCIES 


Tear 


Justice 
ltr 
State 


When your friends fall for the 
PMG’s howling about the Post Office 
“deficit.” show them this chart. Sorry 
the Defense Department isn’t included 

. but the black line would be eight 
or nine times longer than that of the 
Agriculture Department. You never 
hear of a “deficit” in the Defense, Ag- 
riculture, Commerce, Labor. De- 
partments. Their budgets are covered 
by appropriations. They furnish pub- 
lic services. But the poor old Post Of- 
fice, which supplies services to all the 
other departments, is supposed to 
work constantly under a “deficit” 
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which is only about $500 million 
greater than total income, And that 
$500 million is certainly a small 
amount for all the public services ren- 
dered (to other departments and in 
various forms of subsidies and free 


services to the public ). 

And vet Mr. Summerfield seems to 
think that business mail users should 
pay for the entire cost of running the 
Department. If the reasoning was 
sound ... the farmers should pay for 
the Agriculture Department appropri- 
ation (deficit). No other agency 
matches the earning power of the Post 
Office. In a recent year it took in 
enough revenue to cover 88°; of its 
total operating cost. Isn't 12° a pret- 
ty fair figure for the cost of govern- 
ment service? The government 
couldn't operate without the Post Of- 
fice. 

At any rate, the Post Office is prop- 
agandizing its need to wipe out the 
“deficit” . . . but Congressmen are 
rebelling. It would be wise for all di- 
rect mail users to keep in touch with 
their Representatives in Congress. 
Send them from time to time facts 
about direct mail or its place in the 
economy of their home territory. 

For your convenience, we are print- 
ing the list of the new Post Office 
Committees: 

In the House the P. O. Committee 
now consists of 16 Democrats and 9 
Republicans (old line-up was 14-11). 
In the Senate the breakdown is 6 to 3 
vs. 7 to 6 in the 85th Congress. The 
membership of the Senate Committee 
was reduced from 13 to 9. 


SENATE 

Democrats 
Olin D. Johnston. Chairman (S. C.) 
Mike Monroney ( Okla.) 
Richard Neuberger ( Ore.) 
Ralph Yarborough ( Tex.) 
Joseph Clark ( Penna.) 
B. Everett Jordan (N. C.) 

Republicans 
Frank Carlson (Kan. ) 
William Langer (N. D.) 
Thruston Morton (Ky.) 


HOUSE 

Tom Murray. Chairman ( Tenn.) 
James H. Morrison ( La.) 

James C. Davis (Ga.) 

John Lesinski ( Mich.) 

Chet Hollifield (Cal.) 

Mrs. Katherine Granahan ( Penna.) 
Charles O. Porter (Oregon) 
Ralph Scott C.) 

*George E. Shipley 

“Robert W. Levering (Ohio) 
*Thaddeus Dulski (N, 
*Stanley A. Prokop ( Penna.) 


* John R. Foley (Md.) 
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STILL 


ON OUR 50TH ANNIVERSARY 


Globe sets up your names on plates for as low as 2¢— 
addresses them at speeds up to 60,000 per hour on your 
orders —at less cost than your own department. Will use 
your present system, or any system desired. 


Takes all the machinery out of your office, expands your 
capacity to hundreds of employees, frees executives for 
more important matters. 

For publishers —complete service available from cage to Post 
Office. You open mail to take out remittances. Globe does 
all the rest—renewal series, collection series, changes of 
address, correspondence, premiums, preparation of 
reports, etc. 

No distance barrier—can be handled from anywhere. 

Visitors to our convenient plant made welcome. 


Telephone OR 5-4600 for appointment, 
or drop a line to D. M. Hopney. 


GLOBE FULFILLMENT CORPORATION 


(An extension of Globe Mail Agency, Inc. and predecessor companies.) 


148 West 23rd Street, New York 11, N.Y. * ORegon 5-4600 


UNIQUE ATTRACTIVE INEXPENSIVE 
Call PL 1-0312, of write now for sample and low costs, 


SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 


MAILING COSTS. WRITE FOR CIRCULARS AND 


PRICES NOW. 
F FL] N TYING MACHINE CO. 


3351 N. 35th St 
Milwaukee 16, W 
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ZIP-OPEN 
ENVELOPES 

plus 
TAG ENCLOSURES 


Pull-string opening ACTION is 
the distinctive, irresistible fea- 
ture of ZIP-OPENERS. 

Now ... add tag enclosures to 
the pull-string. Zip — out pops 
your message! 

Put this bonus in all your mail. 
To accent letters or for special 
messages, ZIP-TAGS get atten- 
tion. 


Write for samples and brochure. Zip- 
Openers are a Connelly exclusive, availa- 


ble nationally. 


CONNELLY 


ORGANIZATION, INC. 

Mail Advertising Services & 
Specialties since 1931 
PHILADELPHIA, 1010 ARCH ST., MA 7-8133 

NEW YORK, 475 FIFTH AVE., MU 9-0838 
CHICAGO, 140 S$. DEARBORN ST., Fi 6-4644 


Direct Mail and Mail Order 


COPY 


@ thot mokes SENSE 
@ thot mokes SALES 
@ thot mokes BUYERS wont 
to do business with you 
Write me about your plans 
or problems 
All details handled by mai! 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards . . . Dortnell Gold Medal . 
Editor of IMP, “The world’s smallest 

house organ” 


LOOKING FOR A SPECIAL DIRECT 
MAIL PRODUCT OR SERVICE? 
You'll find it in the DM Directory 

on page 50 


BUSINESS REPLY CARDS 
$4.50 per 1,000 
in 10M lots. 
Printed in Color of your choice on 100 Ib. 
White index. Send copy. Proofs furnished 
for O.K. 
BLACK OAK PRESS 

2325 Durbin St., Black Oak, Gary, Indiana 


Donald J. Irwin (Conn. ) 
*Randall S. Harmon (Ind.) 
* Dale Alford { Ark.) 

Edward Rees ( Kansas) 

Robert J. Corbett ( Penna.) 

H. R. Gross (lowa) 

Joel Brovhill (Va 

August E. Johansen ( Mich.) 
Glenn Cunningham ( Neb.) 
George M. Wallhauser (N. J.) 
*Robert R. Barry «N. Y.) 

One Rep. yet to be named 
Members of Congress 

As you will notice . . . there are ten 
new men on the House Committee 
who must learn the difficult ropes of 
the Post Office. ( Eleven old members 
were retired by the voters. ) 

Keep in touch with your represen- 
tatives. They like to be given facts.@ 


RETAIL 
DIRECT MAIL 


Richard Joel, professor of advertis- 
ing at Florida State University, for 
mer director of the famed Advertising 
Institute of Atlanta, Ga., did a good 
job for direct mail at recent seventh 
annual Retail Advertising Conference 
in Chicago, Ill. The conference, as 
usual, was under the direction of 
Budd Gore, retail advertising man- 
ager of the Chicago Daily News, and 
Ralph Heineman. head of Ralph 
Heineman. Ine. 

Here are some quotes worth re- 
membering from Dick’s presentation, 
which included the showing of a suc- 
cessful retail store's programs. 

“Direct mail is the Cordelia of 
advertising. Like Shakespeare's Cor- 
delia . . . ‘the daughter who was 


NEW IDEAS 
IN 4-COLOR 
BULLETINS 
Fresh, lively formats for 
letters and self-mailers 


FREE CATALOG 
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scorned turned out to be the best 
child in the long run’. 

2. “A change in the basic nature 
of retail business is causing retailers 
to do an increasing amount of direct 
mail advertising.” 

“Retailers are turning to direct 
mail more and more with the increase 
of suburban and shopping center com 
petition, and customers’ difliculties in 
getting into crowded downtown cen 
ters. Whats more. retailers have 
watched the great increase in business 
that the mail order houses have regis 
tered in recent years. and they ve de- 
cided to cash in on some of that 
business themselves. Direct) mail is 
the way to do it.” 


lL. “One of the dangers in using 
direct mail advertising .. . is to think 
of it only as an inexpensive advertis- 
ing medium. It should be thought of 
as any other advertising medium, to 
be used thoughtfully and well to fulfill 
certain objectives.” 


“There's entirely too much bad 
direct mail which. of course, spoils it 
for a lot of good direct mail adver- 
tising. 

6. “Next to person-to-person  sell- 
ing. direct mail is the most selective 
form of advertising. You pick the 


people you send your message to, but 
no one asked for your direct mail 
piece, so to make it effective. make it 


good. 


“Direct mail is an integral part 
in building the “store image’ that a 
retail store wants to present to the 
world. As such, direct mail advertis- 
ing should be judged not only on the 
basis of direct results, but on the 
basis of the long-range effects that it 
_ can ag hieve.” 


Read-Me- First | 


power of four color process 
pictures on your ENVELOPE 
(and letterheads, too!) 
FREE KIT when requested on 
business letterhead 


Top quality . bottom prices 


Colortone puss 
Color Stationery Specialists 
2412-24 17th St. N.W., Wash. 9, D.C 


Fis LABELS 


AnyRoll Strip > 
| we WING MAAILER 
WINGS SONS 


GREENFIELD, MASS. 
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ART 
307 Sth Ave., New York 16 
— Phone: MUrray Hill 6-7270 
a, 


MAREN, FoF se 


‘ 
! 
EXTRA INCOME! | 
! 
! 
! 
WNER 
i ! 
D ustomers, pros- 
! pect | ? You ! 
« e by ell 1g US 
i tr t e by € ors : 
i y your The i 
! publis i ec uf »-date 
! me ny national busine t have i 
! und it profitable. Why not you ! 
No sale n will call. Y are ler 
! bligatior Just drop a note on your ! 
; letterhead telling us how many names you ! 
i I e on und; how recently they were ! 
i red and any other pertinent infor- i 
1 and we'll contact you right away 1 
ACTIVE MAIL ORDER 1 

LIST CO., INC. 
; 241 LAFAYETTE ST., N. Y. 12 : 
: ATT: Miss C. Richards, WAlker 5-2450 , 


If you MAIL fo EUROPE... 


Consider the economy of hav- 
ing your printing and mailing 
done on the Continent. News- 
week, Reader's Digest and the 
New York Times have discov- 


ered the advantage. 


Write for information — 


no obligation. 


DeMutator M. V. 
Willemsparkweg 112 
Amsterdam, Holland 


List Available 
225,000 
PROFESSORS 


THE EDUCATIONAL DIRECTORY is a com- 
plete, accurate and intelligently classified list 
of college and university personnel in the 
United States. Over 225,000 names are classi- 
fied into five major divisions: Humanities, 
Physical Sciences, Social Sciences, Biological 
Sciences, and special and general libraries. The 
names are obtained from lists used by the 
institutions themselves, and further sub-classi- 


fied to imsure accurate moiling. Lists — on 
Addressograph plates are constantly cleaned 
and rent for $14.00 per thousand — about 


10% rent for $20.00 per thousand. The Educo- 
tional Directory is owned by the Association of 
American University Presses. For a descriptive 
booklet, write — 


THE EDUCATIONAL DIRECTORY 
1525 E. 53rd St., Chicago 15, Illinois 


Give Your Salesmen a Coat of Mail! 
Salesmen average 16 orders per 100 calls 
from leads through advertising; 38.4 or- 
ders from leads after literature is sent 
VS 9.2 on cold calls. WE BUILD BAR- 
RAGES TO BOLSTER SALES! 


“Chat Fellow Bott’’n 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


aluminum foil 


Letters printed on 
have been used many times. But Chase 
Brass & Copper Company of Water- 
bury, Connecticut has gone one bet- 
ter . . . with a mailing made com- 
pletely of aluminum. Both envelope 
and letter. 

A giant-size aluminum letter in a 
414” x 11'2” aluminum envelope ts 
being mailed to purchasing agents and 
other metal customers in various sec- 
tions of the country. The letter an- 
nounces that their local Chase ware- 
house now stocks Kaiser aluminum in 
addition to copper, brass and _ stain- 
less steel. 

Both envelope and letter are printed 
in red and blue ink on paper-backed 
aluminum foil. Forbes Litho Manu- 
facturing Company of Boston handled 
the foil printing, as well as production 
of the envelopes from aluminum 
coated sheets. 

Mailings have gone to local cus- 
tomers in areas served by each of 
Chase’s 25 warehouses, as each ware- 
house adds aluminum stock. They are 
printed and mailed in batches tor 
local timing, and for incorporating 
name and signature of the local Chase 
district manager. At this writing, mail- 
ings to 10 warehouse areas have been 
completed. 

John Cottsworth, Chase staff man- 
ager of aluminum products, reports 
the all-aluminum announcement has 
made a big impression in the industry. 
Salesmen have found the Kaiser kick- 
off responsible for immediate business. 
Aluminum sales have already de- 
veloped in the 10 mailing areas com- 
pleted. 

One Chase salesman also came 
across a recipient who found extra 
“value” in the mailing. He passed the 
all-aluminum piece on to his alumi- 
num scrap pile for salvaging by re- 
melting. e 


Steps to Stagnation! 


We tried that once before. 

It costs too much 

We've never done it that way. 
We're not ready for that. 
That's not our responsibility. 


We're doing alright without it 
It won't work. 
Between h 
Paper 
V St.. N.E. Washingtor 
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Copper 
Powderless 
Etching... 


Superior printing —molding is 
now a reality in copper plates. 
Greater depth in highlight 


middletone and shadow areas. 


HORAN 
ENGRAVING CO., 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 


Branch Office: Newark, N. J. 


CALL 


ANY EXTREMES 
from type, lettering, logos, art 
You dream up the effect you want 


305 East 46 St., New York 17 
Since 1937 the greatest name in Trick 
Photography and Process Lettering 
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NAMES IN THE NEWS 


Who's doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they're doing, we'd like 
to include them in this monthly round- 
up of ... “Names In The News” 


MERCHANDISING IDEA KIT 


A COMPREHENSIVE GUIDE TO 
UNUSUAL PROMOTIONS USING 
GENUINE 
NATURAL COLOR PRODUCTS 


Plastichrome™ Postcards, winners of the 
Lithographers National Association Award 
for 5 straight years, offer unlimited 
possibilities for product promotion and 
merchandising of advertising campaigns. 
Made from your transparencies — COST 
LESS THAN Ic each 

Alse available in full natural color are 
jumbo size self mailers, king size cards, 
brochures and broadsides 

Complete creative service at no extra cost. 

WRITE FOR YOUR KIT TODAY 


COLOURPICTURE PUBLISHERS, INC. 
The Roskam Co. 


P.O. Box 855 
K.C. 41, Mo 


N Mail Order 


\ 


List 
ists 


Farm Market 
Lists 


Hi-Volume 
Mailing 


DMAA = ATCMU 
NATIONAL COUNCIL 


NEW YORK: Roger H. Bolin, director 
ot Westinghouse Electric Corp., has 
been elected Treasurer of the Associa- 
tion of National Advertisers, succeed- 
ing Donald A. Frost of Bristol-Myers, 
who became ANA vice-chairman last 


fall... . Ben A. Leascher named man- 
ager of Turner Subscription Agency's 
new Export Div. Robert H. 


Schmelzer, VP at BBDO is chairman 
of the N. Y. Red Cross Advertising 
Group for the 1959 campaign. 
Ed Lustig, president of Circulation 
Associates, heads the lettershop divi- 
sion for the Graphic Arts Committee 
of the New York Heart Fund Drive. 
. Jay M. Sharp of Aluminum Co. 
of America has been named Vice 
Chairman of Board of the National 
Industrial Advertisers Assn. . 
Barbara Justin has left CBS Radio 
Spot Sales to join Redbook as mer- 
chandising copywriter. . . . New copy 
director at Max Berking agency is 
Alonzo M. Freeman, former 
promotion manager of The Permutit 
Co... .L. Guy Reny and Howard L. 
Miller have been appointed regional 
New York sales managers for Thomas 


sales 


Collators. . .. Arthur Burdge, who re- 
cently resigned as president of the 
Direct Mail Advertising Assn. has 


joined Young & Rubicam agency. 


CHICAGO: Frank R. Brodsky, former 
advertising director of Pepsodent, has 
joined the Garfield-Linn agency as 
member of the management team... . 
Lyle D. Grum and Harry Molter have 
been elected vice presidents of The 
Public Relations Board. . William 
Harrison Hastings resigned as execu- 


tive vice president of Popular Me- 
chanics magazine. 

PHILADELPHIA: Louis Neibauer, 
active member of the Philadelphia 
Direct Mail Club, has been made 


vice president of Edward Stern & Co., 
well-known printing firm. Mel 
Richman, president of the advertising 
art firm bearing his name, was recent 
speaker at The Philadelphia Guild of 
Advertising Men, outlining a program 
of growth for Philly graphic arts ac- 
tivity. 


KANSAS CITY: Dick Ong, vice pres- 
ident of Grimes-Joyce Printing Co., 
was a popular speaker at recent K.C. 
Direct Mail Club and Artist Guild 
meetings. His topic: How to prepare 
direct mail for letterpress. Newest 
addition to the executive staff of Old 
American Insurance Co. is Thomas 
R. McGee, director of the investment 
dept. 


SAN FRANCISCO: Lawrence J. Al- 
len has been appointed sales manager 
of Blum’s Direct Advertising Agency. 
And new manager of Blum’s Occu- 
pant List Div. is Paul Taylor, former 
offset supervisor of Roval Blue Print 
Co. 

LOS ANGELES: Mel O'Neil, former 
assistant advertising manager for Pack- 
ard Bell Electronics, has been appoint- 
ed account executive for Beckman 
Koblitz agency. 


BOSTON: Charles B. Russell is new 
technical account executive of adver- 
tising and public relations for S. Gun- 
nar Myrbeck industrial agency 


OTHER AREAS: Hartford, Conn.: 
New additions to the Haight, Welch & 
Grover agency are Edward Lingen- 
geld, Jr., who will handle sales pro- 
motion material; and Boleslaw Stroney, 
who will do layout and design 
Reading, Pa.: N. Jack Errante, for- 
merly with Sealy Mattress Co., has 
joined Baumont, Heller & Sperling 
agency as copywriter Stamford, 
Conn.: R. Kirk Jewett is manager of 
advertising for Pitney-Bowes’ newly 
formed International Div. . . . Peeks- 
kill, N. Y.: William C. Lancaster and 
Hilding H. Carlson have formed a new 
firm, offering advertising, sales pro- 
motion and public relations counsel. 

Peoria, Ul.: Marline B. Kriegh- 
baum and William C. Harkins have 
been named vice-presidents of Ross, 
Flink & Livengood agency . New- 
ark, N. J.: Addressograph Multigraph 
announced John J. Oppasser has been 
appointed vice president of distribu- 
tion for their subsidiary, Vari-Typer 
Corp. @ 


of MAILING LIST BROKERS 


THE REPORTER OF DIRECT MAIL ADVERTISING 


EE 
FREES 

= 
Wy ® 
ae 

| 
| 
\ i 
Membe 

embers 
of 

| 


Rates $1.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ADDRESSING PLATES 


POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guaran- 
teed; weekly capacity 75-100 M 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 


If you want to reduce costs on Elliott-style 
stencils—BLANKS, CUTTING OR ADDRESSING, 
Write Address-O-Rite Stencil & Machine Co., 
Inc., 64 W. 23rd St., N. Y. 10, N. Y. 
ORegon 5-3240 


Save on New Addressograph Plates and 
Frames 

B or E Frames $27. per M 

B plates — $4.95 per M 

E plates — $6.35 per M 

Speedaumat plates $6.45 per M 


Dean Forrest Co 
7 Foster Street 
Revere 51, Massachusetts 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


BUSINESS EQUIPMENT FOR SALE 


Large quantity Used ELLIOTT STENCIL TRAYS, 
Green Steel, for 4 x 4-3/32 stencils, capacity 
250 stencils, excellent condition, at fraction of 
original cost. Phone: Pioneer 7-1700 — ext 
417 


Auto-Typist 
Brand new, hardly used. Real Buy 
Fairfield, Connecticut. Clearwater 9-8714 


Automatic Typewriter 


Addressing Machine. “Elliott Cardvertiser 
Brand new, hardly used. Real Buy 
Fairfield, Connecticut. Clearwater 9-8714 


Shredder, in good condition, suitable for cut- 
ting light staples. Box 33, The Reporter, Gar- 
den City, N.Y. 


FOR SALE BEST OFFER F.0.B. CHICAGO 12 Sets 
(2 Cabinets, 77 Trays each and 16” Stand); 
1 Automatic Graphotype #6740 Serial 563490 
2 FG 80 Flexowriters (serials 1275 and 2865). 
Box No. 34, The Reporter of Direct Mai! Adver- 
tising, Garden City, L. I, N. Y. 


BUSINESS OPPORTUNITIES 


MAIL ORDER classifieds pull good results in 
the National Enquirer. Now running 380,000 
papers; still 15¢ a word. Details, order form 
on request. HR ADSERVICE, Dept. E, 8117 
Third Ave., Brooklyn 9, N. Y 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


MARCH, 1959 


EQUIPMENT WANTED 


WANTED: PHILLIPSBURG 
INSERTING AND MAILING MACHINE 
Send particulars to Ray D. Cherry 

1120 W. Peachtree St., N.W. Atlanta, Ga 


Wanted used Scriptomatic #10 addressing ma 
chine and Scriptomatic card Writer. Box #32, 
c o The Reporter 


Used 2600 series Speedaumat Machine with 
or without old style feed. 
M. S. Co., 63 So. 13th St., Minneapolis, Minn 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 

48-01 42nd St., Long Island City 4, N. Y. 

STillwell 4-5922 


MAILING LISTS 


400,000 carefully selected 
Individual lists of 
clergymen, laymen and laywomen, Religious Ed 
ucation Directors, Bible Teachers, Chaplains 
Youth Leaders and many others. Write for free 
brochure “Protestant Religious Lists.’ Macfar- 
land Company, Box 540-D, Westfield, New 
Jersey 


MAILING LISTS 
names in Protestant field 


Direct Mail Proven Buyers. Over 790,000 Aipho- 
Geo Nomes. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus 
Pa. 


Outstanding Professional Accountants Lists 
100,000 individual accountants in U. S. 

12,000 accounting firms in U. S 

6,000 chartered accountants in Canada 
Used successfully by leading business-book 
magazine publishers; tax, investment services 
Professional Accountants Lists, 126 Liberty St 
New York 6, N. Y. BArclay 7-9060. 


30,000 West Coast Industrial Firms listed in 
the GUIDE. $10.00 Write CIPG-R 
2225 Southwest Drive, Los Angeles 43, Calif 


METALWORKING INDUSTRIES LISTS 


Approximately 70,000 company names classified 
by SIC industry group, financial rating, or type 
of manufacturing operations performed. This is 
on active publisher's list used several times each 
month, so it is clean and up-to-date. Complete 
details and list rental rates on request. We mail 
from Detroit, New York or Chicago. 
INDUSTRIAL MACHINERY NEWS 
16237 Meyers Road Detroit 35, Mich 


Mailing Machines and Supplies 


REBUILT ONE YEAR GUARANTEE. 
Addressographs, Graphotypes, Speedaumat, 
Elliott Machines. Also plates, stencils, frames, 
trays, cabinets. Embossing Addressograph 
and Speedaumat plates. Also, mail bag 
racks, Tying machines, Sealers, Folders, Letter 
Openers and Pitney Bowes. Mailers, 40 West 
15th Street, New York 11, New York. 


SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 6-4334 


MAIL ORDER DIRECTORY 


Manufacturers mail single items postpaid to 
your customers under your label. You pay them 
wholesale prices. For mail order business Daven- 
port’s Drop Ship Directory gives nationwide 
listings of suppliers, product descriptions, pro- 
motional literature, catalogs, prices. Directory 
$2.00 Davenport Directories Co. Box 1354-B-12, 
G.P.O. New York 1, N. Y. 


OFFSET CUTOUTS 


DE LUXE CLIP BOOK NO. ! contains 1000 
alphabetized promotional heading specimens 
for offset reproduction. Sales ideas galore, in 
various lettering styles. Many reverses. 40 
pages, 8x10'2 in. Was $5.00, now only $3.00 
postpaid 

A. A. ARCHBOLD, PUBLISHER 
419 S. Main St. Burbank, Calif. 


PRINTING 


OFFSET—1,000 8'2 x 11, $5.50, 5M $17. 16-lb 
White or colored bond. Fast! 5,000 colored 
circulars, $39. Complete: Art, copy, layout, 
Ptg. PROMOTION-D, 385 B’woy, N.Y.C. 13 


SPEEDAUMAT ZINC PLATES 


New York’s biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed. 
POLLARD-ALLING—3 line proofed and linked 
$27.50 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Louis 3, Mo. 


SITUATION WANTED 


Partially Handicapped young lady desires posi- 
tion where her long experience in list rental, 
list maintenance and intricate filing can be of 
value. Greater New York or Long Island pre- 
ferred. Box 31, The Reporter. 


HELP WANTED 


Fast growing mailing list firm in New York seeks 
manager for List Brokerage Department. Strong 
selling background. Salary plus bonus. Box 
#35, The Reporter, Garden City, L. I., N. Y. 
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"ISTINGS ONE LINE PER ISSUE, $24.00 
PER YEAR. UNDER SPECIAL HEADINGS, 
$30.00 PER YEAR. 


ADDRESSING 
Creative Mailing Service, Inc...... .460 N. Main, Freeport, N. Y¥. (PR 8-4830 
Merit Maiierss... . .-26 Sterling Street, East Orange, N. J OR 2-3900 
S. Mailing Service «+eeee+- 16030 Ventura Bivd., Encino, Calif ST 8-i252 


ADDRESSING AND MAILING 
Mailmasters. Ine 61 Armour Place, Dumont, New Jersey (DI 
Mail-O- Matt Route 46, Parsippany, N. J. (DE 4-¥4 


ADORESSING MACHINES 
Mechanic's Business Machine Corp..30 BE. 10th Street, New York, N. Y. (AL 4-607 


ADDRESSING PLATES AND EQUIPMENT 
cess .P. O. Box 14, Revere 51, Mass 
lengad Building. Bayonne, New Jersey (HE 6-5625 


Dean-Forrest Co. 
T Pengad Comp 


ADDRESSING — TRADE 
Belmar Typing Service 1lith St.. Richmond Hill 18, N. 
Ree Lewis Addressing O87 Schenectady Avenue, Brooklyn 3, N. Y. (DI 2 


ADVERTISING ART 


\ \ Arel 1, Publisher ' South Ma Street Surbank, Calif TH 
Idem Art th Avenue, New York 16, New York U 6-¥270) 
ViewPoint soccececsceseeese 153-11 76th Road, Flushing 67, New York 


ADVERTISING BOOK MATCHES 
Match Corp. of America..... 3433-43 48th Chi. 32, Il. (VI 7-2244 


ADVERTISING SPECIALTIES 
Fiexo-lettering Co., Inc.....305 East 46th Street, New York 17, N. Y. (PL 3-4943) 


ANALYSIS, CONSULTATION, COPYWRITING 
Troy M. Rodlun, T. & D. Bodlun, 1832 M St., N.W., Wash 6, D.C. (RE 7-3433 


AUTOMATIC TYPEWRITING 
Carlson Automatic Typewriting Service. 3744 N. Clark St., Chicago 13, IM (BA 7-5496 


Kirban Associates, Ir } Ogontz Avenue, Philadelphia 41, Penna HA 4-135 
BOOKS 
Americana Press............ 2105 Sherman Avenue, (CH 4-1377) 
Art & Tech. of Photo Eng. Iloran Eng. Co 44 N.Y.C. 1 (MU 99-8585) 
Reporter of Direct Mall : Tth, Garden City, N. Y 
Dogs That Climb Trees 1.00 
How To Get The Right Start in Direct Acivertising 1,50 
How To Think About Direct Mail 1. 0¢ 
How To Think About Letters cee 1.90 
How To Think About Readership of Direct Mall 1.00 
How gement T’roblems 1.00 
How To Think About Showmanship in Direct Mall 1.00 
How To Think About Mail Order 1.90 
How To Think About Production and Mailing 1.090 
How To Think About Industrial Direct Mail 3.90 


BUSINESS FORMS 


Carteret Printing Company 480 Canal Street, N. Y. 13. N. Y¥. (WO 6-1454 


CATALOGUE PLANNING 
Leonard Fisher Marketing Associates. Tr 
509 Fifth Avenue, New York 17, N. Y. (YU 6-413 


COLLECTIONS 
Arrow Service 9 Yates Street, Schenectaty 5, New York 


COPYWRITERS (Free Lance) 
Gienn L. Anderson 14235 Magnolia Rivd.. Van Nuys, Calif. (ST &.2422 
Or E. Ree 106 N. State St.. Howell, Mict T f 


COOPERATIVE MAILINGS 


The Roskam Company P.O. Box 855, Kansas City 4, Missour! (TA 2-188! 
DIRECT MAIL AGENCIES 

Ahbrend Inc 601 Madison Ave., N. 22, N. (PI 1-0312) 
American Mail Advertising. Inc 10 Newbury Street Boston 15. Mass 
Leo P. Bott Jr ar: Bivd., Chi. 4, Ill. (AHA 7-9187) 
The Buc Orwanizat an Phila. National Bank Bidg Pa 
Law hait & ¢ 7) Park A New York, N. ¥ 1-7 ’ 
Curtin & Pease 1814 Jefferson Avenue 2, Ohie 
Direct Services 175 Lackie St.. N. W., Atlanta Ga. (JA 3-3398 
Rert Garmise Acsoctates. Inc. 509 Marison Ave.. New York 22 TY. (PL 5-##11) 
General Office Service, Inc 1255 New York Avenue * E. (LA 9-1727 
Aarrison Service Inc 110 Fast ‘Oth Street. New York N. Y¥. (PL 1-2820 
Hicker-Murphy Div. of James Grav ne 

John Tard & Co. 171 Newbury Street, 16, Mass. (CO 7-1020) 


McVicker & Higginbotham, Inc zll 4yth St New } 

L. Polk & Le... 43) Howard Street, Detroit si, Mich (wo i 0) 
Keply-U- Letter .? Central Park W., N. ¥ N. cl sils 
Repiy-U- é64 No Michigan Ave., Chic Al, MI 2-2358 
Reply -O- Letter. ld Post Office Square, Boston 9, Mass. (HA 6-155 
Reply-O-Letter..... 1750 23rd St., Cleveland 1, Ohio 1-8470 
Reply-O- 14700 Dexter Bivd., Degroit 32, Mich. (DI 1-2221) 
Keply -O-Letter.......... 515 Mail-Well Drive, Portiand 2, Ure. (UL 
Meply-U- Letter can Bay Shore Bivd., San Francisco, Cailf, (JU 6-2267 
Keply-U-Letier..... ..-dnaner Court, 33 Scou St., Toronto 1, Canada (EM 
Keply -O-Letier..... se 167 Queen Street, Brisbane, Australia (B2411 
Kesponda-Leter.. ...- 411 5S. Sangamon St., Chicago 7, UL (AMO 6-9875) 
Kesponda- Letter New York Uffice (EN 653 
Kichardson-Shaw In 15555 W. MeN s Kd., Detroit 3 Mich BR 3-39 
Paul Rowland, Inc............+4+. .148 Lafayette Street, New York 13, New York 
the Kylander Co 416 W. sackson Bivd, Chicago, iil, (RA 6-4760) 
Sales Letters, Inc.. 153 West 23rd Street, New York, N. ¥ WA 9-2680 
the Smith Company 67 Beale St., San Francisco, Calif. (SU 1-6564) 
Tallman, Smith & Associates 410 N. Michigan, Chicago 11, UL (WH 3-0608) 
Ldoyd F. Wood Associates......1610 Wise. Ave., N. W., Wash. 7, D. C. (CO 5-9042) 


DIRECT MAIL CONSULTANTS 
Robt. W. Gilbert ee . ...6741 Deleon, Long Beach, Calif. (GE 1-3241 


DIRECT MAIL EQUIPMENT 


American Wood Type Mfg. Ce. 42-25 Ninth Street, Long Island City 1, N. ¥ 
Auto-Typist N. “Pulaski Chicago 39, UL (BV 4-5151) 
Bell & Howell Phillipsburg Phillipsburg, New Jersey 
B. H. Bunn Co. ...7605 S. Vincennes Ave, Chicago 20, LiL (HU 3-4455) 
Oheshire Mailing Machines, Ir 1644 No. Honore Street, Chicago 22, Illinois 
Felins Tying Machine Co. .. 3351 N. 35th St.. Milwaukee 16, Wis. (HI 5-7131) 
Friden Caleniating Machine Co, Inc..2350 Washington Av dre, Calif. 
National Bundle Tyer Company Blissf 162 
V’hotostat Corp., Uffset Duplicator Division ew York 
Pitney- Bowes, Inc.. tamford, Conn. (FI 8-2621) 
Scriptematic, Inc 310 N. Lith Phila. 7, Pa. (WA 2-1251) 
Thomas Collators, Inc yO h reh Street, N. Y¥. 7, N. ¥ 
Waxon-Carboff, Inc 8 Commercial Street, Rochester 14, N. Y¥ 
Chauncey Wing's Sons 78 Pierce Street, Greenfield, Mase 


ELLIOTT STENCIL CUTTING 
Allee Business Service, Inc., 32-15 33rd St., Long Island City 6, N. Y. 14S 8-4302) 
Creative Mailing Service ’ 460 N. Main St., Freeport, N. ¥. (FR 8-4830) 
Elliott Addressing Machine Co 117 Leonard St., New York 13, N. Y. A 5-1372) 


ENVELOPES 


The American Paper Products (Co 
Envelope Terrace, Southern Bivd. at McClurg Rd., Youngstown, Ohio 
Pr 


Atlanta Envelope Co. O. Box 1267, Atlante 1, 
Berlin & Jones Company. . 601 W. 26th St.. N. Y. 1 
The Boston Envelope Co. ° 397 High St., Dedham, Mass 
Samuel Cupples pees Co 260 Furman St Brooklyn 2 Y 
Cupples-Hesse Corp Des Moines 14, "ions 
Cupples-Hesse Corp e 3633 Michigan Ave., Detroit 16, Mich 
Cupples-Hesse Corp . {175 N. Kingshighway, St. Louts 15, Mo 
Curtis 1000 Ine ....150 Vanderbilt Ave., W. Hartford 10, Conn 
Detroit Tullar Envelope Co 2139 Howard St Detroit 16, Mich 
Garden City Envelope Co r 3091 N. Rockwell St., Chi. 18, Mil 
Gaw-O'Hara Envelope Co 500 N. Sacramento Bivd.. Chi. 12, Il 
The Gray Envelope Mfg. Co 3rd St Brooklyn 32. N. ¥ 
Hero Envelope Co 41500 Cortiand St., Chi. 39, Til 
Rochester Envelope Co 7? Clarissa St.. Rochester 14. N. Y¥ 
Sosiand Press 8h0 Board of Trace Rullding. Kaneas City 5. Mo 
The Standar’ Envelope Co 1600 FE. 30h St., Cleveland 14, 0. (PR 1-3960 
r pe Corpor 
New York, § la M 4 I M ‘ Ka cit Fort Wort 
Transo Enrelope Company New York Chicago Los Angeles 
7911 


United States Envelone Co Springfield 2. Mass. (RFE ¢ 
United States Envelope Co Broadway, N. Y.. N. ¥. (BA 17-5700) 
Wolf Detroit Envelope Co 14700 eames Bird., Detroit 32, Mich. (DI 1-2221 


ENVELOPE SPECIALTIES 
150 Vandertilt W. Hartfor? 10. Conn. (7A 2-1291) 
Franklin Ried, Chi, 12. TH. (NF &-1200) 


1000 Ine 
lu-Plex Pnvelope Corp 


Garden City Envelope Co 2001 N Rockwell St.. Chi, 18 TH. (CO 7-280) 
fleco Enrelone Co 4500 Cortland St.. Chi. 29. TH. (CA 7-2400) 
Tension Enrelone Co 19th & Camphell Sts.. Kansas Cite & Mo. (TTA 1.0002) 
The Sawdon Compan Inc 480 Texvineton Ave. New York 17. N. 5-2518) 
The Wolf Frnrelone Co 1749-81 F. 28nd St., Cleveland 1. O. (PR 1-8470) 


FOREIGN MAILINGS 


DeMutator MV Willemenarkwee 112. Amsterdam. Holland 
Dillon-Agnew Associates 19 Fact 49th Street, 17, N. ¥. (PL 99-7950) 
Sandherz, Direct Mall & Gifts Raadhuset. Oslo, Norway 


INSERTING SERVICE — AUTOMATIC MACHINE 
Automatic Matling Service 829 Newark Ave., Elizabeth, N. J. (BIL 4-3887) 


Ronde - Nationwide ith Ave 32. ¥ 
Cireniation Associates 1745 Rroadwav. New York, N. ¥. (JT &-3520) 
Creative Matline Serrice 409 North Main St.. Freenort. N. (PR &-4830) 
D & A Flectronic Maller: 918 N. 4th Milwaukee 2. Wisconsin (RR 3-752) 
Lambert Mailing Company 225 N. New Jersey Street. Ind. 4, Ind. (ME 2-3347) 
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Mailmasters, in 61 Armour Place, Dumont, N. J iad 
Mlailings lncorporatea 55 West 13th St., New York 11, N. ¥. (WA 9-5188 


Merit Mailers........ ee ...26 Sterling Street, East Urange, N. J OR 22-3900 
The Roskam Company >0. Box Kansas Oity 4, M iri (TA SS 


, Howard St., San Francisco 5, Calif. (GA 1-39 


West. Emp. Dir. Adv 


LABEL PASTERS 


Potderin Machine Co. 281 North St., Teterboro, N. J HA 8-1941 
LABELS 
Alien Hollancer co., inc 385 Gerard Ave., New York 51, N. ¥. (MO 1818 
Dennison Mfg. Co. Framinghatr Ma rh 
Ever Ready Label Corp 10 East 49th St., New York 17, N.Y. (PL 1 i0 
LETTER GADGETS 
Hewig Co 45 W. 45th St, N. Y. 36, N. ¥. (JU 2-218 
Robert Straub & Co 542 South Dearborn St., Chicago 5, Ml WA 2-188 


LETTERHEADS 


Brunner, Inc 1010 Jefferson Avenue, Memphis, Tenr BE 

Marchall Press, In 812 Greenwich Street, New York 14, N. Y Mi SS 
LETTERS 

Responda- Letter 411 S. Sangamon St., Chicago 7, Il MO 6-9878 

Responda - Letter ..New York Of EN 


MAIL ADVERTISING SERVICES (Lettershops) 


BROOKLYN 
Valco Repre tion & Mailing Service, I: 

\ Z, Bk N. ¥ SH 
CLEVELAND 
Cleveland Letter Serv.. Inc 740 W. Superior, (13) (SU 1-8300 
Robert Silverman, Inc 1270 Ontario Street (< CH 1-657 
DETROIT 
Advertising Distributors of America, Ir 4444 Cass Ave. (1) (TE 3-0500 
A@vertising Letter Service 2930 Jefferson East 7 LO 7-95 
R. L. Polk & Co 431 Howard St. (31) (WO 1-9470 
EAST ORANGE. NEW JERSEY 
Merit Mailers ° .-26 Sterling Street (OR 2-3900 


ELIZABETH, NEW JERSEY 
Automatic Mailing Service 
HOUSTON 

Premier Printing & Letter Serv 620 Texas Ave., (2 CA 7-4145 
LOS ANGELES 


829 Newark Ave. (EL 4-3887 


Krupp’s Adv. Mailing Serv W. Pico DI 
The Mailing House 1019 N. Madisen Ave Los Angeies 29, Calif NO 4271 
MARION, OHIO 

Fulfillment Corp. of America Sl W. Ce r St. (2-1187 
MIAMI, FLORIDA 

Ace Letter Service Co. 800 N.E, Ist Avenue (PL 7-4577 


MILWAUKEE, WISCONSIN 
The Carr Organization 1319 North Third Stree Milwaukee 12, Wisc BR 6-4246) 


NEW YORK CITY 


Advertisers Inc..45 West 18th St., New Ye x. Y AL 5-4500 
Ambassador ll Stone i BO 9-0607 
Chase D rT i2 E. 4 St 17 MU 7-29 
Circulation Associates 1745 Broadway, New XM. Jt 30 
Ma gs Incorporate West St 1 WA 8x 
Mary Ellen Cla Compar 250 Park Aver New Yt 78 
The John Asso ine 45th St 2 44 
Tyme Letter Service 13 East 1 Street, New York N. ¥ AL 4-0174 
PHILADELPHIA 
Connelly Organization, Ir 1010 Arch St., (7 MA 7-8133) 
Woodington Mai) Advertising Serr 1304 Arch St 7) (RI 6-1840 
PITTSBURGH 
Advertisers Associates In i627 Penn Ave., (22) (AT 1-6144 
ROCHESTER, NEW YORK 
Ayer & Streb 15 South Avenue (BA 5-6340 
SAN FRANCISCO 
The Letter Shop ‘ eeee ° 67 Beale St. (SU 1-6564 
NEW JERSEY 
County Printing & Mailing Ser 
North Avenue, Westf N. J AD 2-8 


MAILING Lists — BROKERS 


Archer-Bennett List Service, Inc 0 W. 55th St.. N. ¥. 19, N. Y¥. (JU 6-3768 
George Liryant & Staff. 71 Grand Avenue, Englewood, N. J. (LO 7-3200 
George Bryant & 15 W. 7th Los Angeles, 4, Calif 5 
The Coolidge ( n 125 East 23rd St ¥. C. 10 

Dependable Mailit “Liste Im $1 4th Ave., N. ¥. C. 

Walter Drey, Inc. 333 N. Michigan Ave, Chi. 1, 

Walter Drey, Inc.. 257 4th Ave 10, } 

Eli Kog Ww 

Guild Co 160 Engle St 

Valter Ka I 

Lewis Kieid Co. .--.25 West 45th St.. 

Willa Maddern, Inc 21 ith 

Mosely Mail Order List Serv 38 Newbury St 

Names Unlimited. Inc 352 Fourth Avenue 

D. L. Natwick Co 136 W. 5 i Street, New York 

People in Places. Inc 1 Fifth Ave., 

Planned Circulation 19 West 44th Street 

William M. Proft Associates 85 Main St 

The Roskam Compar P.O. Box 855, Kar 

Sanford Fvans & Co.. Ltd., 156 Lombard Avr winnipeg 2, Man.. Can = | 
William Stroh. Jr 568-570 54th St., West New York, N. J. (UN ri i00 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE. COMPARE NAME IN PARE ott pee WITH LISTING 
BELOW OR COMPILERS & OWNET 
BUSINESS, PROFESSIONAL LISTS (ED euenatt COMPANY) 


Direct Mail Users ceecece 18,500 os Reporter of DM) 
Financial T.ists e E-Z Addressing Service 
Fund Raising TAsts . Wm. M. Proft Associates) 
Pet Shons. #000 Pet supply jobbers, 221 Cat breeders. 7900 All Pets) 
Public Relation & Promotion Lists Wm. M. Proft Associates 


MAILING LISTS — COMPILERS & OWNERS 
Active Majl Order List Co..°41 Lafayette Street. ne York 12. N. ¥. (WA 5-2450) 
Albert Malling Lists Liberty St 
Allison Mailing Lists Corp Ave... N. 21 (TE 2-8420) 
All-Pets Magazine, Inc 74 Darling Place, Fond du 3 Wis. (WA 2-0080) 
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Port Huron, Mich xt i 
N. ¥. 13, N. (WU 


ee N. ¥. 36, N 
ve Malling “Service 460 N ‘Main st., Freeport, N. Y¥. (2K 8-485) 
, Tex tory of Assns. Gale Research Co. Book Tower, Vetrou 26, Mich. (WU 1-o540) 

we N. Michigan Ave., Chi. 1, lll. (FI 6-4180) 


as ..257 4th Ave., N. ¥. 10, N. ¥. 
Webster, Mass. 
Se Washington St., N 6, N. 
tairchiid Lists, Fairchild Publicauens lo isth &., N. 

Ss. H r neakewee 8 E. 22nd 8 N 10 Y 
industrial List Bureau . Webster, "Mass 
eWish Statistical Bureau 320 Broadway, New York lo 
la List Compilation Bureau. .2 E. 18th St 
Manpower, Home Ofice—820 N. Plankinton, Milwaukee 3 
0 Offices i Major Cities See Yellow Pages for Local Phone 
Market Compilation Bu r. ..10561 Chandier Bivd., N. Hollywood, Cal. ; 

it Mailers ° 


Sterling Street, bast Orar N. J. 
t 


sociates -- We € ( ago ¢ linots 
ling Lists of “America 239 Nortt 4th Street, olu is, Ohic 
Director 12 Barclay St. N. ¥. 8 N. BA 7-2900 
CO... Street, Detrc 31, Michigan (WO 1-9470) 
Inc oes 44 Honeck St., Englewood, N. J. (EN 4 


oft Associates Main St., East Orange, N. J. (OR 3- 
.-5410 Cahuenga Blvd., N. Hollyweod, Calif. (PO 6- 9539) 


Mirect Mail Adv..... 22 St.. Garden City, N. Y. (PI 6-1837 

In eee 55 West St.. New ork, N. (JU 2 0830) 

ss Co. .. 48-01 42nd St., Long Island City 4, N. Y¥. (ST 4-5922) 

a Jr... eeesses.. 308-570 54th St., West New York, N. J. (UN 4-4800) 

\ E Corp...... oven 23 Hanse Ave., Freeport, N. Y FR 9-831: 
Zeller and Latica, In coud ast ch N. ¥. F Mt 278) 

MAIL ORDER CONSULTANT 
Herbert L. Kellner & Associates 1 S. Wabash Ave., Chicago 3, Ill. (AN 3-2242 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 


liard-Alling Mfg Co..... ..220 W. 19th St, N. ¥. 11, N. ¥. (CH 3-0692) 
MARKET RESEARCH — STRATIFICATION 
Samuel Fitzsimmons & Co...545 Fifth Avenue, New York 17, New York (MU 17-6865) 
MULTIGRAPH SUPPLIES 
ago Ink Ribbon Co.......... 19 S. Wells Street, Chicago 6, IIL (ST 2-7800) 
OCCUPANT MAILING LISTS—LOCAL & NATIONAL 

Advertising Distr of America In 

i Detroit 1. Michigan (TE 0500) 

Nort ia (MA 3-119¢ 


ee ° 36 Sterling St., Bast Orange, N. J. (OR 2 3900) 
t Ad Co 612 Howard Street, San Fran 5, Calif. (GA 1-8500) 


PAPER MANUFACTURERS 
Mass 
250 N. Meade St., Appleton, Wis. 41454) 
L 


Miquon 


Er Tel 
115 Columbia St.. Dayton 7 
Neenah, RRS PA 
18 West First Street, Daytor 


Cohoes 
j Port Te 
York & P ylvania Co...230 Park Avenue, New PL 
ar Pape ‘ Yr Ht 
r Kal 
Paper ¢ 
Robt Paper ( 00 S Ander gele 
Paper ( ar tony 
Warren Compar 89 Rroad Street Roston 1 Miascarct t 
Wausau Paper Mills ¢ ; 111 W. Washington, Chicago, Ill. (FI 6-4768) 


PHOTO ENGRAVERS 
Horan Engraving Co., Inc..........44 W. 28th St., New York 1, N. Y¥. (MU 9-8585) 


POST CARDS 


CURTEICHCOLOR 3-D by Curt Teich & Ce Inc 
1733 W. Irving Park Road, Chicago 13, Illinois (BU 1-0606) 


PRINTERS — LETTERPRESS & LITHOGRAPHY 
2412 17th Street N:W., Washington, D. C 
Paradise Printers... ...Paradise, Pa. (OV 17-3209) 


PRINTING EQUIPMENT 
52 Duane Street. New York 7, N. Y. (BA 7-1466) 


PRINTING-OF FSET LITHOGRAPHY 
Goes Lithographing Company 12 West 61st Street, Chicago 21, Illinois 


SALES AND MERCHANDISING CONSULTANT 
903 E. Powell Avenue, Evansville 13, Ind. (HA 2-3794) 


SEASONAL STATIONERY 

Arthur Thompson & Co.... .109 Market Place, Baltimore 2, Md. (PL 2-4806) 
STENCIL CUTTING AND LIST MAINTENANCE 

Circulation Associates 1745 Broadway, New York, N. Y. (JU 6-3530) 

Clear Cut Duplicating Co 149 Broadway, New York 6, N. ¥ (oi 9-4668) 


SUBSCRIPTION FULFILLMENT SERVICE 


Circulation Associates 1745 Broadway, New York, N. Y. (JU 6-3530) 
Globe Fulfillment Corporation 144 W. 23rd St.. N. ¥. 1, N. Y¥. (OR 5-4600) 


HOUSE MAGAZINES 


The William Feather 9900 Clinton Rd.. Cleveland 9. O. (AT 1-4122) 
The Henry F Publications The House of Sunsfrine... Litchfield, Ill. (296) 


TRADE ASSOCIATIONS 


ssociated Third Class Mail Users. 1406 G St N. w ae . D. C. (ME 8-2447) 
3 EB Cc 32 (MU &-TS88) 


Direct Mail Assn 3 B. 
MASA _ International 8120 James Couzens (UN 4-3545) 
Nat'l Council of Mail. List itrokers 55 W. 42nd St, N MN. (PE 6-0615) 


= 
4 
City E. 23rd st, N. ¥ N. ¥. (O8 
e 
VE 2780) 
VE 2750 
V isconsin 
Numbers a 
7-5384) 
vu) 
‘a 
l’a r Li 
Ww. Ss. P 
William 3 
3 
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Wes I ire D f 
American Writing Paper 
Appleton Coated Paper Co 1 
Kyron West Company 
Curtis Paper Company wark lawa EN §8-8551) 
Fletcher Paper Company...........+....20 North Wacker Drive, Chicago 6, Illinois oe 
Fraser Paper Limited 420 Lexington Ave., N. ¥ ¥ LE 2-0580) 
Hamilton Paper Co \ 160) ae 
Ha ermill Paper Cc ‘ 101 age 
Howard Paper Mills, Inc..... Ohio 
4 Paper . eee E 00) 
Kimberly-Clar rporatior 11) 
M Ihio 
> 
all 
RB. Verner & Co., Inc.... 
| 
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CHESHIRE APPLIES CUT OR 
13 j INDIVIDUAL LABELS 


Labeling 
Machines 


Now, an INTERCHANGEABLE HEAD FOR 
applying cut labels is ready for quick-change- 
over use on all Rotary Head Cheshire Model E 
and Model C Labeling Machines. It quickly 
replaces the roll or tape strip head on either 
of these units. It handles ungummed labels, or 
those cut from gummed stock . . . does the job 
accurately, neatly, perfectly at speeds up to 
15,000 per hour. With the addition of the new 
R-4700 Rotary Head, the extreme range of both 
Model E and C Cheshire Labeling Machines per- 
mits applying cut labels to practically any class 
of printed material. 


CH ESH I RE If cut labels only are to be applied, Model 


LABELING EQUIPMENT with the R-4700 Rotary Head in lieu of the 


Feeds, cuts, glues and attaches =———=—, Roll or Tape Strip Head. 


pre-addressed labels — reloads 
labels and glue without stopping MODEL E LABELING MACHINE 


the machine. Smashes costs, saves For postcards, insertion cards, envelopes, pamphlets, bro- 
time. Never misses. Labels all types chures and lightweight magazines, booklets, catalogs and 
and sizes of printed pieces accu- quarter fold tabloids. 

rately, neatly, economically. Low- 

priced sure, easy way to prevent MODE c LABELING DAACHINE 

bottlenecks in your labeling For light to heavyweight magazines, catalogs and half- 
operation. fold or quarter-fold newspapers and tabloids. 


CHESHIRE, Inc. “2.522% 


SOMETHING MUST BE DONE about three things 
which are seriously hurting the “publi image of direct 
mail. Possibly well need new or stricter laws and regula- 
tions to correct these abuses of the mail. 

one: The mailing of unordered merchandise is getting 
wav out of bounds. A recent case involved mailing lots 
of Christmas cards (to sell) to children who had sent in 
box tops for a premium. The unordered merchandise 
sender had evidently pure iased or rented list from original 
national advertiser. Parents in these cases are up in arms. 
Thev should be. The Post Othee seems to he powerless to 
stop this obnoxious practice. although postal officials tell 
recipients they need not return or pay for the merchandise 
received. Suppose the only solution is a strict law making 
it illegal to mail mere handise without an order to do so, 
of (lth to children is also getting 


vounds, Hope most of vou saw the 


rwo: The mailing 
completely out © 
wonderful letter from a father on page t of the February 
1959 issue of Ladies Home lournal. Uf vou didn’t. get it. 
In it the father described how a young sen received, in 
plaints wrapped package. rolls of filthy sex films which 


This started a shoe ked 


writing to purveyors of pornography in 


were intercepted by the parents 
investigation... 
childish scrawls. Packages of smut were mailed promptly 
even though order blanks specified delivery would be made 
only to persons “twenty-one 01 older.” On another page 
of this issue. weve reported on the new teeth in laws to 
wipe out the pornography peddlers . but if we want to 
avoid having parents turned against all direct mail, we 
should promote even stricter penalties for those who mail 
filth to children. We might even suggest that those who 
sell or rent box top (childrens) lists to Known pornography 
sellers be included in the prosecuting. 

rump sore spot: I'v been getting more and more 
complaints from direct mail people who are irritated by 
“exempt” le bulk 


rate to sell products in competition with commercial 


charitable organizations using their 


organizations. Of course, the whole charity field is suffer- 
ing from recently revealed scandals of too much money 
going to the promoters. Will make things tough for the 
money raisers. There’s a new book out on the subject 
which will hurt. But the violation of the spirit of the 
non-profit. exempt third class rate is trouble heaped on 
trouble. The Post Office claims that once it classifies an 
organization in non-profit category, it cannot censor what 
it mailed. Maybe so. But if that organization uses the le 
rate to sell books, food or what have yvou...the com- 
mercial users of the mail should howl to high heaven. 
Most charities have on their boards commercial users of 
the mail. These business men donating their services should 
protest. That is where the house-cleaning should start. 
The sooner. the better. 


THE BUSINESS MAIL FOUNDATION was publicly 
launched on February 10, 1959, at a press conference in 
the Roosevelt Hotel, New York .. -although the new or- 
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FRONTPORCH 
SCUTTLEBUTT 


The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


ganization has been functioning quietly behind the scenes 
<ince last December. (See December 1958 uttlebutt). 
David L. Harrington. chairman of the hoard of The 
Reuben H. Donnelley Corp.. Prudential Plaza. Chicago 1. 
Ill. and Randall P. Melntyre, vice president of O. E. 
MelIntvre. Ine.. 375 Park Ave... New York 22. N. Y.. 
made the formal presentations to members of the press. 

lo set the record straight, we'd like to clear up a tew 
misunderstandings which have appeared in some trade- 
press stories The new Foundation is not in competition 
with anv of the existing organizations in the field. It has 
been approved hy the Direct Mail Advertising Assn.. the 
Mail Advertising Service Assn.. the National Coun il of 
Mailing List Brokers, and the Associated Third Class Mail 
Users. Members of each are active supporters. Other trade 
associations in the supply fields are being kept in close 
touch with developments and are cooperating through 
their members. 

In spite of rumors... there was absolutely no connet 
tion between the start of the Foundation and the resigna- 
tion of Arthur Burdge as president of the DMAA and his 
replacement by Bob DeLay. Art didn’t particularly like 
the trving details of association management and for some 
time has wanted to get back to general advertising and 
sales promotion. We are all wishing him well in his new 
spot al Young & Rubicams. 

The Foundation, we repeat. will definitely not conflict 
with the functions of DMAA or any other established 
organization: it’s the other way around. The Foundation 
will help all the other organizations by creating a better 
publi atmosphere for Business Mail, otherwise known as 
direct mail. The Foundation will do no lobbying in Wash- 
ington. It will focus primarily on research and in getting 
results of such research into the minds of segments of 
the public. 

Already. some of the behind-the-scenes work is bearing 
fruit. We don’t want to talk about it too much... but 
some of you would be surprised how many newspapers 
throughout the country have actually carried favorable 
stories about direct mail. Honest! One of the best of all 
times was a nearly full column analysis of direct mail 
impact on the January 28, 1959, editorial page of The 
New York Times. A completely favorable analysis. The 
organizers and supporters of the Business Mail Foundation 
felt that these first efforts at better public relations were 
worth the price of admission. 

\s this is written... about one hundred large direct 
mail suppliers, producers and creators from fifteen states 
have backed the Foundation with hard cash. The budget 
for the full vear of 1959 is just about reached. But the 
plan is to keep on building a reserve for future enlarged 
operations. The budget is really peanuts compared with 
the millions being spent by other public relations groups. 
such as the Bureau of Advertising of the Newspaper 
Publishers Assn., the Television Advertising Bureau and 
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the Magazine Publishers Advertising Committee. 

If any of you want more information, or want to 
support a worthwhile cause...write to Norman Weiss- 
man, who is handling the account under direction of 
Steering Committee, in care of Ruder & Finn Inec.. 130 
E. 59th St.. New York 22, N. Y. As long as supply lasts. 
he may be able to send you a copy of the very complete 
kit handed out at the press conference. 


PUBLIC RELATIONS can be handled very competently at a 
local level . if the operators know the ropes. Remember the 
story we told you last summer about the “Vigilante Committee” of 
the Houston (Texas) Graphic Arts Association? A Houston news 
paper had published a devastating feature against “junk mail.” 
The committee mailed a two-page rebuttal letter to the publisher 
enclosing a list of all the advertisers in the paper who also used 
direct mail as a major medium. Copies of letter were sent to all 
those advertisers. The storm quieted down. Stories were not 
repeated 


But just recently another Houston newspaper ran a tirade by a 
columnist . . . with a completely untruthful and silly attack on 
direct mail. Committee decided not to make a general mailing . 
but instead called personally on the managing editor and _ his 
assistant. After a friendly talk . . . committee was assured that 
columnist’s article was way off base and did not reflect policy of 
the publishers. Such attacks will not be repeated. In the works of 
the new Business Mail Foundation is a method of helping other 
local committees with similar problems . . . with booklets or folders 
giving “our side” of any controversies. Not fighting against any 
other medium of advertising. Just the positive approach for direct 
mail 


Incidentally, the Houston committee has another problem on its 
hands. At a recent panel session at the Ad Club, the Houston Post 
master advised everyone to use first class mail as “circular mail 
goes in the wastebasket without being opened because it isn’t first 
class” if he was correctly quoted in Advertising Age of 
February 2, 1959 


THERE HAS BEEN A STORM around Florida over 
what seems a silly question. Sheriffs throughout the State 
are enforcing an old law agains: gambling...and are 
clamping down on all bingo games... in public gather- 
ings, in churches, in private clubs. Bingo is one of the 
favorite sports of the elderly folks...and some of us 
frontporchers wonder what possible harm it can do. You 
can go to the dog or horse racetracks, or the jai alai 
games, and bet a fortune at the parimutuel windows, on 
which the State gets a healthy bite. But to play harmless 
bingo ... heavens no! 

I sometimes think we ought to get over being so prudish 
about games of chance ...and adopt the British system. 
I recently told Tom Grenfell of Vernons Pools in Liver- 
pool, England, he should come over here and start a lobby 
for a legalized football pool. What harm would it do? An 
article in the February 8, 1959, issue of The New York 
Times (page 28) described in detail the English soccer 
pools ...and it sounds like a lot of fun. More than ten 
million British families participate each week during the 
season and place small bets of pennies or shillings that 
they can pick the winning combination of teams and 
scores. Some of the prizes have been fantastic, and the 
practice seems to be less harmful and costly than the open 
but illegal betting we do on baseball and football games. 

And what's more... the whole process is carefully con- 
trolled and benefits the government. Racketeers have never 
been able to muscle in. The British Treasury gets 30°% 
of what remains after winners are paid off. Amounts to 
about sixty million dollars a year. The Post Office also 
benefits from the weekly notices and forms to ten million 
families and their return postage with money orders 
enclosed. 

Some of you may want me shot at sunrise for these 
unconventional suggestions ... but if gambling at pari- 


54 


mutuels is legalized, whats wrong with harmless bingo? 


Or why shouldn't we have a national, weekly (during 
game season). carefully regulated guessing contest? With 
all the additional revenue from say fifty or sixty million 
guessing families...we might bring about a situation 
where the Postmaster General would have to stop talking 
about “a deficit.” But in the meantime ... for Pete's sake 
let the old folks enjoy bingo. 


OLD FRIEND HAL STEDFIELD of Stedfield & Byrne, Ine. 
(Ad Agency), 1105 Chester Ave., Cleveland 14, Ohio, has come up 
with a suggestion which might stir up considerable argument. Hal 
showed me an elaborate multifold advertising promotion piece 
mailed by Capper-Harman-Slocum, Inc., 1010 Rockwell Ave., Cleve 
land 14, Ohie, publishers of Michigan, Ohio and Pennsylvania 
farm journals. The piece itself is exceptionally well done. but the 
unique thing about it, according to Hal, is that he has received the 


same identical mailing every four or five months for past several 
years. He says it has now gotten to be “just like an old friend 
dropping in for a visit.” We'll give you Hal's ideas in his own 


words 

“Surveys have been conducted to prove (or that proved} 
value of repeating ads, sometimes many times. Frequently the re 
sults increase with the repetition. I've got one ad that has run 
every month in several publications for four years, with increased 
inquiries each year. I've never thought about repetition in direct 
mail, but in some cases I believe it is a good idea. In the case of 
an elaborate piece (where the preparation was costly), why not 
run off enough copies to make several repeat mailings and thus 
copy and planning 


the 


amortize the expensive art, type, engravings, 
over several mailings? This would be particularly beneficial to lists 
of moderate size where the expense of creating another elaborate 
piece for a small list is prohibitive. There is a surprise element 
ibout receiving the same mailing a number of times because it is 
rarely ever done. And it has cumulative benefit, like seeing things 
in a movie that you did not see the first time.” 

This thought may give some aid and comfort to the mail order 
list renters who worry so much about duplications on big mailings 
to many lists. The repetition might not be so irritating if each list 
group is mailed on a different day. In nearly all advertising, we see 
repetition, Same ads in many magazines, same commercials on 
many TV programs. Industrial advertisers particularly could try 
the repetition idea. Possibly some have already done so. Any 


arguments? 


NOT MUCH CHANCE to get lonely during the past 
month. After the disastrous winter last vear. we all thought 
northern visitors would be scarce this season. And they 
were slow in arriving. All the motel and tradespeople 
were singing the blues. But the cold blasts up vonder 
finally caused a deluge. We had twenty-two scuttlebutters 
on the front porch during one February week .. . not 
counting repeaters. Always enjoy the reunions and con- 
fabs. Had a laugh out of a note from Marian | Manley) 
Winser. formerly at Newark (N. J.) Publie Library's 
Business Branch, apologizing for not stopping when she 
and her husband drove past our place on the way South 
because they didn’t want to disturb us so early in the 


morning (8:30 A.M.). Hells bells. lady ...try to sleep 
down here after sunrise with the birds chirping and the 
three Siamese romping. By 8:30 we have a half-day’s 
work done. or nearly so. Only rule we have... if visitors 


arrive while we are eating a meal. we sit “em down and 
keep on eating. All for now. 


Good luck always. 


3 Bluff View Drive 


Clearwater. Florida 
Telephone: JUniper 4-3848 
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The complete line of 
MACKINAC BUSINESS PAPERS 
consists of: 


MACKINAC BOND 
MACKINAC DUPLICATOR 
MACKINAC MANIFOLD 
MACKINAC MIMEO 
MACKINAC OFFSET 
MACKINAC OPAQUE 


FOR ALL KINDS OF 
OFFICE PRINTING 
AND DUPLICATING 


JOB-READY 


BUSIN ESS PAPERS 


HERE’S GOOD NEWS for all users of offset, stencil duplicating, 
spirit or gelatin process, or letterpress machines! A complete new 
line of MACKINAC job-ready papers . . . perfect for clearer, sharper 
impressions every time . . . is now available. 


Each of the papers in this fine, high quality line is made from 100% 
bleached chemical wood pulp only, with a surface especially pre- 
pared to insure outstanding results in the process for which it is made. 


MACKINAC BUSINESS PAPERS are precision cut at the mill to sizes 
8¥2 x 11” and 812 x 14”. Available through authorized distributors 
in brilliant White and six bright colors. 


FLETCHER parer company 


20 NORTH WACKER « CHICAGO 6, ILLINOIS 
Mill at ALPENA, MICHIGAN 


MACKINAC 
® 
\ 
A 


Mes. 
America 


AND HERE’S WE 


Becau de “I receive money saving coupons 
E from both local and national retailers addressed 
OCCUPANT.” 


BecavAe —“\ receive Sales Circulars and other 

valuable money saving information addressed 

“ OCCUPANT. My OCCUPANT MAIL 
truly saves me shopping time.” 


Because save money .. . stretch my 
household dollar . . . by watching the mailbox 
daily for news of ‘specials’ sent to me addressed 
OCCUPANT.” 

9L'4 true OCCUPANT MAIL has 
become a part of my daily living pattern. | 
rely on it for all types of ‘buying’ information.” 


T 


WHY SHE DOES... 


/ 
coupons Iu — “All my friends, Mr. Grocer, Dry 
addressed Cleaner, Hardware Dealer, Department Store 


Manager and all my neighborhood retailers 


and other ‘woo’ my household dollar with the affectionate 
addressed term OCCUPANT.” 
T MAIL 


It's a common known fact that Mrs. America 


retch my controls America’s “purse-strings” . . . and sales 
e mailbox —s messages directed to her that “ring the bell” 


addressed = mean SALES. OCCUPANT MAILING LISTS 

OF AMERICA specializes in reaching Mrs. 
AIL has America daily . . . in cities, villages and farms 
pattern. | across the entire nation. May we open the 
mation.” §“purse-strings” of America for you? 


RING. 60. 


combs” 


